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THIS IS THE KON-ITE QUALITY 
LINE 


i—The Tubular 8; the world's fastest selling qual- 
ity watch strap. 

2—De Luxe Tubulars; an unequalled group of 
distinctive designs. 

3—Ladies; three dainty but thoroughly practical 
styles, with Fit-all lugs. 

4—FlashFinished Crinkle; an up-and-coming new 
member of the family. 


5—FlashFinished Svelt; the strap that started a 
new color-style trend. 
Your jobber has the KON-ITE line. 


A. SAUER & CO. 
439 Race Street — Cincinnati, Ohio 


Patentees and sole manufacturers of form-finished 
leather tubing. 
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SPEAKING OF 


P igmson Feb. 29, 1940, it'll be four 
long years before you will have 
another opportunity to run a special 
sales promotion built around Leap 
Year Day, so hearken to the way 
Shah & Shah, Washington, D. C., 
jewelers, sprang the unusual last 
Leap Year Day in 1936. 

The Washington firm offered 
prizes for the first three Leap Year 
Day babies born in the capital city 
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—an engraved sterling cup, a set of 
sterling safety pins and a sterling 
spoon for babies No. 1, 2 and 3. 

The idea won tremendous reader 
interest and was good newspaper ad- 
vertising copy for a month before 
Feb. 29 and, of course, the day after, 
March 1, when the news of the win- 
ners was announced. 

The advertising also told the ori- 
gin of leap year, what famous men 
and women have their birthdays on 
Leap Year Day, how many leap 
years there have been under our 
present calendar, and how many 
years Shah & Shah has supplied the 
Washington public with jewelry, sil- 
verware, diamonds and other gem- 
stones. 
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W. JOHNS of D. B. Ryland & 

e Company, Bristol, Tenn., runs 

promotional items about every three 

months to bring customers in who 
might not otherwise come. 

A recent promotion included novel- 

ty jewelry, specially selected and 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for January, 1940 


THE 


JEWELRY TRADE 
specially priced at one dollar. He 
filled one entire window with it and 
what was left after he stopped ad- 
vertising was placed on the table in 
the store and marked “Special At 
$1.” He sold over 3000 pieces in a 
month. 

Another feature he uses is to place 
a table in the store with a silver ser- 
vice on blue velvet, marked “special 
at $3.95 each,” which Mr. Johns 
bought in assortments, including 
water pitcher, tea set, platters, gravy 
boat, fruit bowl, flower stand, coffee 
pot, sugar and creamer, vegetable 
dish, etc. 

He features necklaces and urges 
customers to buy from four to six 
different kinds because every time 
“you use a different necklace with 
the same dress it changes the cos- 
tume.” 


o 


URING National Business Wo- 

men’s Week, Watertown, 
Wis., paid tribute to its business 
women in a two-page spread in the 
local newspaper, in which a picture 
and a short writeup on each of these 
women appeared. Prominent among 
Watertown’s leading business women 
is Mrs. Lydia Wiggenhorn, who for 
the past 25 years, has successfully 
managed the Wiggenhorn Jewelry 
Co. 

© © 


WATCHMAKER extraordinary 

is Ernest C. Knights, who be- 
tween handling mainsprings and 
hairsprings finds time to be trial jus- 
tice, though a Democrat, in Repub- 
lican Waterboro, Maine, and to write 


‘and print “One-Eyed Bill Smith’s 


Almanac.” 
There is little formality in Mr. 
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Knights’ court. He presides from 
his’ chair between a roll top desk 
crowded with books and documents 
and a small safe, which serves as 
typewriter desk. Lawyers and deputy 
sheriffs call the court “Ern” until 
trial begins. During each of his 38 
years as justice, Mr. Knights has 
heard an average of 300 cases and 
drawn up three times that number of 
legal papers. 

His is one hall of justice where 
the court has time on its hands. A 





dozen or more clocks, in all stages of 
repair, line the mantel and sideboard, 
and a flock of watches hang on a 
board in the corner back of the 
judge, ready for delivery to their 
owners. 

Besides dispensing justice and 
well-running watches and clocks, Mr. 
Knights uses the nom de plume of 
One-Eyed Bill Smith of Thyngs 
Mills to write and print an almanac 
that is famous for its weather fore- 
casts throughout the length and 
breadth of Maine. Prognosticator- 
justice-watchmaker Knights won't 
say how old he is, but he is certainly 
a lot younger than the 108 years he 
would be if the date given out by him 
in his “85th annual dissertation,” 
published in 1935, were correct. As 
One-Eyed Bill Smith, he then 
claimed to be 104 years of age. 


© © 


INDOW-SMASHINGS in the 
jewelry business seem to be as 
inevitable as taxes but there are some 
people who can always make the best 
of a bad situation. A curious adver- 








tisement, which recently appeared in 
the Hartford, Conn., papers shows 
how Maurice the Jeweler, Inc., of 
that city, took advantage of a misfor- 
tune to interest the public in his 
jewelry stock. The copy of the ad 
read as follows: 

“Notice: To the person or persons 
who broke our store window at 2:15 
a.m., this morning, and appropriated 
some of our fine watches and other 
jewelry—We are pleased that you 
appreciate good watches and jewelry 
and hope that if you are not entirely 
satisfied you will return these arti- 
cles. (Note—Longines watches carry 
a lifetime guarantee and we will be 
glad to give this lifetime service.) 
Store hours 8:30 a.m. to 7:30 p.m.” 


© © 


FIRST-CLASS jewelry house 
must use prestige-slanted 
advertisements to offset price and 
sale merchandising, according to the 
Pohndorf jewelry store in Denver, 
Colo. When the store has an oppor- 
tunity to capitalize on the price 
appeal of some stocks, all and good, 
Pohndorf’s points out, but enough 
advertising to keep up the store’s 
long-founded quality reputation must 
be included during the year to bal- 
ance it. 

At frequent intervals the Pohn- 
dorf store runs ads which feature no 
particular merchandise or season, but 
play up the integrity of Pohndorf’s. 

“Much of a store’s reputation is 
tied up in the way newspaper read- 
ers remember its advertisements,” 
Arthvr Pohndorf says. “And the 
first-class jeweler is likely to ignore 
the importance of using advertise- 
ments as an arm of quality-impres- 
sion, simply because he knows that 
price-slanted ads have greater im- 
mediate pull. When the reader sees 
uninterrupted newspaper promotions 
featuring reductions, discounts and 
sales, he is likely to think of the 
store as a low-price house, and when 
the time comes to buy an engagement 
ring or other merchandise with a 
lifetime importance, he will go else- 
where. Gifts, watches, and even dia- 
mond business are not damaged by 
this type of promotion, but in the 
long run, it has a bad effect over the 
entire store.” 


© © 


IMBALL’S, INC., Knoxville, 
Tenn., has an oval table four 
feet wide and six feet long, on which 


are placed 25 items of miscellaneous 
silverware, without crowding. 

“It attracts people,” says J. B. 
Carson, president. “We use it for 
two purposes. We buy special items 
to sell at $5 and we use it as a meth- 
od of closing out odd lots of stock we 
want to dispose of. Although we 
have no price on it our customers all 
know it as the five dollar table. Occa- 
sionally we advertise items on our 
special $5 table. 

“We do not entertain any silver- 
ware promotions, because they have 
been a flop with us in the past and 
we just don’t go into it any more. 
The market has been handicapped 
by promotions. The public comes 
to the conclusion that silverware was 
never worth anything more than the 
special sale price at which it is of- 
fered.” 


© © 


HE effective use of radio as an 
advertising medium has been a 
difficult problem for retail jewelers 
who desire to utilize the selling 
power of the kilocycles. But Neil 
Goodman, advertising director of 
Perel & Lowenstein, Memphis, 
Tenn., has alloyed radio and news- 
paper advertising into a veritable 
“gold mine.” 
Utilizing what he terms the “box 
lot promotion,” an original term for 
an original idea, he broadcasts four 





15-minute programs and 12 spot pro- 
grams of about one minute each for 
three days. For example, he will 
spend up to $200 on radio for Sun- 
day, Monday and Tuesday. On 
Wednesday he will spend between 
20 and 25 per cent of his radio ap- 
propriation for a newspaper ad. This 
entire expenditure is on one item. 
Then he will use radio on Wednes- 
day, Thursday and Friday on an- 
other item. Saturday he will again 
use a newspaper ad. 

“In this way,” says Mr. Good- 
man, “the public, having heard about 
the item through radio, will react 
faster when they see the newspaper 
ad. The use of only one item 
throughout the three days of adver- 
tising lessens confusion in the pub- 
lic’s mind. Too many advertisers 
make the mistake of plugging a vari- 
ety of items in the newspapers and 
then making spot radio announce- 
ments from the newspaper ad.” 
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Dandruff on the Hairspring is the 
name of a column of gossip about 
Oklahoma watchmakers appearing 
in the Oklahoma Tick Tock, mimeo- 
graphed paper issued by the Okla- 
homa Horological Association, which 
numbers two-thirds of the craftsmen 
in the state in its ranks. 
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"No, that's not junky enough. | want it to make a man feel sorry for me 


and buy me a good one." 
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IGHT—one of the most valuable selling tools in the 
jeweler’s kit—yet one of the most often neglected 
or poorly used, if not actually misused. 

Poor light not only is a hindrance to the successful 
selling of jewelry, but wasteful and expensive as well, 
because the jeweler whose light is inefficient is not get- 
ting the benefits that he is paying for. Good lighting, 
besides helping to sell merchandise, is true economy, be- 
cause it gives effective illumination without waste. 

Good lighting does not mean merely the installation 
of a modern looking fixture and a larger bulb, nor is it 
merely a matter of putting in more lights until the store 
looks like an over-decorated Christmas tree. Good light- 
ing is never dazzling or overpowering—never diverts the 
customer’s notice to itself—never distracts his attention 
from the merchandise, but like a faithful, loyal subor- 
dinate gives all its effort towards building up the star 
of the cast—the goods which are on display. 

That means careful and intelligent planning of the 
location and power of lighting units, and selection of 
the correct type for the purpose to be performed, taking 
into consideration the requirements peculiar to the 
jewelry trade. 

For jewelry stores, concentrated light on the merchan- 














dise is of paramount importance. Such concentration 
cannot be secured with indirect lighting, no matter how 
powerful it may be or how attractive for general illumi- 
nation of the store. Various arrangements have been 
used to deliver the needed concentration of light upon 
the merchandise, such as reflector units within the show 
cases, and counter lamps, especially over the diamond 
show cases. 

The modern tendency, however, is to achieve the pur- 
pose by the installation of a row of powerful lights re- 
cessed into the ceiling directly above the tops of the 
show cases and backed by strong reflectors, which throw 
the light directly down upon the show case tops through 
lenses or louvres that conceal the light bulbs from direct 
view and eliminate glare. 

In cases where physical condition or budgetary limi- 
tations do not permit the lights to be recessed, it is pos- 
sible to secure the same effect by the use of special light- 
ing units which have been developed to meet this situa- 
tion and which are available on the market. These units 
incorporate the same basic principle as the concealed 
type, being entirely incased in metal on the top and four 
sides, and with the bottom fitted with either lenses or 
louvres, so that all the light is shed directly down upon 
the counter. The complete unit is applied directly to the 
present ceiling, extending downward from 8 to 10 inches, 
or more if desired. 

For this part of the lighting system, incandescent 
bulbs, rather than fluorescent tubes are recommended. 
Fluorescent lighting has many excellent qualities, and is 
ideal for certain purposes and certain places, but this is 
not one of them. Fluorescent tubes give much more light 
per watt of current consumed, but it is a soft and greatly 
diffused light, and the very softness and diffusion which 
are among its greatest assets for general illumination 
and decoration make it incapable of delivering the con- 
centrated ‘punch’ which is so essential to the effective 
display of diamonds and other gems. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for January, 1940 


37 


ete n * 
eilind = achiev® 
oe 


with of Org, At 


srore: Phos 


The amount of this concentrated punch, measured at 
the tops of the show cases, should be not less than 45 
foot-candles, and additional volume, up to 75 or 80 foot- 
candles will be a profitable investment. The number and 
size of outlets required to deliver 45 foot-candles of 
light on the show cases will vary with individual condi- 
tions, such as height of ceiling, color and finish of walls 
and interior, volume of other lighting, and so on. 

Usually, however, under the conditions found in most 
jewelry stores, these direct lights should be not more 
than eight feet apart and should be not less than 300 
watts each. However, this is subject to considerable va- 
riation, and a competent lighting engineer should always 
be consulted when planning the lighting system, to in- 
sure getting best results without wastefulness. 

Lighting of the direct type is recommended for wall 
cases also, and for the same reason—to secure a highly 
concentrated “spot lighting’? of the merchandise dis- 
played. The usual method is to place the lights at the 
ceilings of the cases concealing them behind the frame, 
and throw the illumination directly downward. This is 
not the best method, for while it strongly lights the up- 
per shelf, the lower part of the case is poorly illuminated 
since the light cannot pass downward through the 
shelves and merchandise. Even when the shelves are of 


clear glass, the goods displayed will bar the passage of 
(Please turn to page 60) 
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Left, Hershberg's, Rochester, N. Y., is a good example of complete air. 
conditioning in the large store. Concealed ducts carry the air from the 
conditioning unit to the side wall outlets shown above the windows, 
Above, in a small store like Kay's in Nashville an elaborate duct system 
is unnecessary. A single outlet, indicated by arrow, gives enough air, 


What About Air Conditioning? 


HAT about air conditioning in the jewelry store? 
Is it a good investment? Does it pay dividends 
on its cost? Shall I install it? 

“Absolutely yes!’ say jewelers who have tried it— 
and we have talked to a good many of them in recent 
months. 

Obviously it is impossible to state the exact dollars 
and cents which air conditioning puts into the cash 
register, but that it does produce some very noticeable 
and worthwhile results is the experience of every store 
where such systems have been installed. 

Naturally the first advantage that comes to mind is 
the effect upon customers. Store after store reports 
that they find more customers coming in than ever before 
—evidently attracted by the prospect of shopping in 
comfort. Few people will tolerate discomfort when they 
can avoid it, especially when they’re in the role of 
customers and a store which is hot and humid in sum- 
mer or overheated and stuffy in winter certainly doesn’t 
hold much appeal. The one which offers comfortable 
shopping has a decided edge over its competitors in 
attracting trade. 

Not only are more customers attracted to the store 
but, ‘we have also noticed that people are inclined to 
spend more time in the store since we installed air 
conditioning,’ says L. Sunshine of the Frumess Jewelry 
Company, Denver, “because it is more comfortable in 
the store than it is outside. Customers who spend addi- 
tional time in the store are much more likely to see 
other merchandise that they may want. Sometimes they 
buy it then and there, and sometimes they come back 
later to purchase these items which they might never 
have noticed had they not been lingering and looking.” 

Fred W. Bailey of Udall & Ballou, New York, com- 
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ments, “In the air-conditioned store on a hot summer 
day the sales person has a fine opportunity to show his 
wares, not to a person irked by the heat, but to a cus- 
tomer who adopted a favorable attitude immediately 
upon stepping into the cool store from the sweltering 
sidewalk.” 

Jaccards of Kansas City, Mo., notice that customers 
do not get out of sorts or “fidgety’—that they enjoy 
being in the store and that this feeling of enjoyment is 
conducive to buying. 

Nor are these advantages confined just to the hot 
summer months. Even in the dead of winter, the body 
heat and moisture from crowds of people, as during the 
Christmas rush, added to the heat generated by the 
lighting equipment, may make a store as hot and stuffy 
as in the middle of July, and jewelers who have air- 
conditioning equipment find that it is decidedly helpful 
in making the establishment comfortable in December 
as well as in mid-summer. 

Other marked advantages as well as the customer’s 
comfort are also gained. Everyone works more effli- 
ciently when he is physically comfortable, and retail 
sales people are no exception. The clerk who is not 
distracted by his own discomfort is a much better and 
more effective salesman. Also it has been found that 
the cleanliness and constant purity of the air within the 
store are likely to cause a better average of health 
among the store’s personnel and reduce time off due to 
colds and other similar illnesses. 

There are other benefits too. With doors and windows 
kept closed and only clean filtered air being circulated 
from the air-conditioning equipment, dust and dirt are 
noticeably lessened, thus reducing the time and effort 
required to keep the store looking its best. And, par- 
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Above, air-conditioning greatly reduces the tarnish- 
ing of silver, and so lessens the problem of maintain- 
ing such displays as this in Jaccard's, Kansas City. 








Photos courtesy of Carrier Corp. 


ticularly important in jewelry stores, silver stays bright 
and clean far longer, and tarnishing, with the conse- 
quent labor of cleaning and polishing, is substantially 
reduced. Show windows too, are kept free of dust, 
moisture and fogging. 

Just what is this magical system that produces all 
these benefits? How does it work? What does it cost? 
What are the factors to be considered in its selection 
and installation? 

Basically, an air-conditioning system consists of an 
arrangement by which fresh air is drawn in from out- 
doors, cleaned and filtered, passed over refrigerant 
coils to reduce its temperature to the desired point and 
to eliminate excessive moisture, and circulated through 
the store. 

Most people think of air conditioning solely or prin- 
cipally in terms of air cooling. Temperature is impor- 
tant, but removal of excess moisture is equally so. The 
old remark that “‘it isn’t the heat, it’s the humidity” has 
a sound basis in actual fact. Both scientific tests and 
practical experience have conclusively shown that excess 
humidity in the air is just as great a contributor to- 
wards bodily discomfort as excessive temperature. In 
fact it has been definitely established that the human 
body suffers less discomfort at fairly high temperatures 
with low humidity than at substantialiy lower tempera- 
tures on the thermometer with excess moisture in the 
air. 

Hence the importance of a true air-conditioning sys- 
tem which does not merely cool the air, but also cor- 
rectly adjusts its moisture content. Technical discussion 
of these points is probably of little, if any, interest 
to the retail merchant who naturally is not. concerned 








Left, ceiling outlets are used for introducing the 
conditioned air in this Loftis store in Chicago. 


with the mechanics of the equipment but who is very 
vitally interested in the results which it gives him. The 
jeweler need not concern himself with the mechanics of 
the equipment anyway. All of the leading manufacturers 
of air-conditioning equipment offer complete self-con- 
tained equipment governed by automatic controls which 
do everything but think—the thinking has been done 
by the engineers who designed the system. Once in- 
stalled and properly regulated, the air-conditioning sys- 
tem requires only an occasional inspection and oiling, 
or perhaps the adjustment of thermostat or damper to 
suit the load. Even plants of considerable size are now 
so well operated by automatic means that no engineer is 
required to run them—the firm making the installation 
providing the little maintenance service that is required. 

Now how much does all this cost—how much of a 
job is the installation? 

(Please turn to page 64) 


Stowell's, Boston, ingeniously places the air-con- 
ditioning outlets in the tops of the stone pillars. 
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Striking and individual designs like this one in the Bernard Sklar store, 
Wilmington, Del., are possible with either linoleum or sheet rubber. 


LOOR covering is an important but too frequently ture job, says, “Oh, yes, that’s right, we'll go down to 

forgotten member of the jewelry store moderniza- Smith’s and pick out something from his stock,” and 
tion family. When Mr. Average Jeweler decides to that ends the matter of floor covering. 
modernize his store, the procedure is usually as follows: What Mr. Jeweler overlooked is that because a jewel- 
First he calls in four or five fixture manufacturers or ry store should be a thing of beauty, the floor as well 
contractors all of whom presently submit their plans, as the rest, should provide beauty, dignity and personal- 
sketches and prices. Mr. Jewelef now has to be an ity, in addition to the utilitarian qualities which any 
architect, designer, engineer and merchandising expert good floor must have—namely, foot ease, quiet, ease of 
to decide which will best satisfy his requirements and maintenance, and the durability necessary in any retail 
meet his budget, but ultimately after days or weeks of establishment. 
discussions and wranglings, and often in sheer despera- In addition to these basic elements of a good floor, 
tion, Mr. Jeweler makes his decision and awards the certain other definite points must be borne in mind when 
contract for the new store front and the interior fixtures. making a selection. 

By and by, after the job is well under way, some one 1. Color. Some colors, such as black, the extremely 
suggests to Mr. Jeweler, “How about the floor cover- dark browns and grays and certain shades of red and 
ings?” Mr. Jeweler, now in a complete dither, with the green absorb light, and light is something of which a 
myriad of details arising from the store front and fix- jewelry store needs plenty. Some other colors, notably 

The attractive design in terrazzo at the front of the new Max Fried- Carpeting gives an air of quiet luxury especially appropriate to the 


man store in Knoxville, Tenn., subtly invites the passerby to enter. "exclusive type of store. This is B. D. Howes & Son, Los Angeles, 
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Custom-designed insets give a note of individuality. Highly appropriate in a jewelry store is 
the replica in linoleum of a wrist watch set into the floor of Finley's new store in Burbank, 





Cal. The Strauss Jewelry Co., Dallas, has a pleasing geometric pattern in contrasting colors. 


yellow and the yellowish shades of green, adversely 
affect certain types of jewelry displays, particularly 
diamonds. Diamonds, of course, should never be shown 
where they will have a tendency to get reflected light 
from a yellow surface. 

The light grays, the light tans and blues are always 
safe, and so are the correct shades of red and green. 
Even the unfavorable colors mentioned above may be 
used without harm in small quantities for contrast, for 
example, a narrow decorative strip running down the 
side of each aisle. 

Naturally, the main color of the floor should combine 
well with the color scheme of the rest of the store to 
form a pleasing and harmonious unit. 

2. The underfloor must be level and free from cracks, 
warpings, bad joints, etc., otherwise no matter what 
floor covering is used these imperfections will soon ap- 
pear on the surface if the floor is of the resilient type. 

3. If the kind of material permits, it is better to 
have the floor custom designed. This helps to individual- 
ize the store and costs very little more than to use a 
flooring of stock pattern. 

A considerable variety of materials that fill these re- 
quirements is available for the jeweler to choose from. 
Each has one or more points in its favor. With one it 
may be low first cost; with another, long life or low 
upkeep; with another, its creation of a “quality” at- 
mosphere. Naturally the relative importance of these 
advantages is different for different stores and what 
is best for one may not be best for another. 

RUBBER—Rubber flooring makes a high quality 
floor. It is highly resilient; it is available in either tiles 
or sheets, and it comes in a wide range of colors. The 
sheet material is preferable because it permits more 
flexibility in the design of the floor pattern. Rubber 
flooring must have an even, level under flooring and 
should have a cellar or basement below the store. This 
is because an air space is needed below a floor covered 
with rubber to avoid any dampness from penetrating up 
under it and loosening the rubber from the base. 


Ten or eleven years ago, when rubber flooring was 
first put on the market, some jewelers who installed it 
complained that because of its sulphur content it caused 
silver to tarnish more rapidly. However, in recent years, 
through constant research and improvement in its man- 
ufacture, the sulphur content of rubber flooring has been 
reduced to such a small amount that it now has no ad- 
verse effect on silverware. This statement has been care- 
fully verified. 

One manufacturer of this material has incorporated 
into the composition a wax ingredient which lessens the 
amount of polishing and maintenance needed and en- 
ables the surface to retain a lustrous finish, with mini- 
mum care. Rubber flooring is highly durable and will 
ofttimes last the life of the store. The cost of the ma- 
terial and installation for this type of flooring ranges 
from $3.50 to $4 per square yard, in custom design 
floors. 

LINOLEUM—This type of floor covering is one of 
the most commonly used by jewelers. It is resilient, 

(Please turn to page 65) 


Narrow strips of contrasting color between the tiles give a 
pleasing variation from the standardized appearance of most 
floors of this type. Showrooms of Wolfsheim & Sachs, New York. 
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By Murray M. 


OVERNED by nature’s law, a tree modernizes every spring, installing a new 
front of greenery and a multiplicity of interior changes. The first spring a 
tree tries to get along without modernizing, it’s a goner. 

A jewelry store, no less than a tree, is a living organism, and lives under the same 
law—the need for continually renewing itself that rules every living organism. 
With the jewelry store, the cycle from the time of one modernization, through 
deterioration and obsolescence, to the need for another modernization, is about ten 
years. 

Modernization is life insurance. To the question whether to modernize or not 
there’s only one answer for the store whose front, fixtures, flooring, lighting and 
equipment antedate 1929. Remember, even the tallest giant of the forest falls when 
it fails to renew. 

But what will modernization cost? The lack of a satisfactory reply has stopped 
many jewelers from modernizing. 

Naturally it is impossible to lay down any definite schedule of costs which will 
apply to every store, because of the many variable factors that must be considered, 
such as size of the establishment, the city in which it is located, the street location, 
the present physical condition of the premises, the types and class of merchandise 
carried, and the method of operation. However, we have computed the cost for 
each of two distinctly different types of store, each of which is representative of a 
large number, and any jeweler who knows that his business needs to be modernized 
can draw reasonably close parallels between one or the other of these stores and 
his own. 

In both cases, it has been assumed that the premises are free from physical 
deterrents, that the store has straight walls, and that the under-flooring is in good 
condition. 

TYPICAL STORE NO. | 


Population of city, 10,000 to 25,000. 

Size of store, 14 feet x 70 feet x 14 feet high. 

Inventory, small, 

Depth of sales area, 38 to 40 feet. 

Equipment—Four show cases, each 6 feet long. 

Three display units, each 4 feet long, along one wall. 

Two wall cases, each 7 feet long, on facing wall. 

Partition dividing sales area from rear of store. 

Two gates at show cases. 

Four mirrors. 

The approximate cost of an entire new set of fixtures for this store would be 
$850. This does not include wall paneling between the wall cases and between 
the display units, but such paneling is not absolutely essential since other and less 
expensive materials and finishes can be used in place of wall paneling with as 
pleasing an effect and without detracting from the appearance. Paneling would 
add about $700 to the above. 

The remainder of the interior modernization for a store of this type would cost 
about $750. This includes a new ceiling at a height of 12 feet from the floor, two 
feet lower than the old one; concealed lighting which will provide a minimum of 
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Shaw's, in Houston, Texas, shows a 
pleasingly “different” styling for a 
store front of medium size. Note the 
raised lettering and the off-center 
treatment of windows and entrance. 





An exceptionally effective treat- 
ment of the small store front. 
This is Marr's, Clarksburg, Va. 


An inexpensive yet effective 
handling of a small store front. 
Buhn's, Grant's Pass, Oregon. 


Taper's, Washington, 
Pa., is a splendid ex- 
ample of a good mod- 
ernization in a store of 

moderate dimensions. 


86 foot-candle illumination in the sales area; a new 
custom-designed linoleum floor and repainting for the 
entire store. 

If the old ceiling is in good condition and reasonably 
modern in appearance, the above cost can be reduced 


somewhat by omitting the construction of the new lower 
ceiling with its recessed lights, and instead installing 
lighting units suspended from the ceiling. (See page 36 
of this issue). Treating the ceiling in this manner would Right: the use of glass blocks above the 
reduce the construction cost by about $200. windows is one of the newest ideas. It | nein 
A new front, eight feet deep for a store of this width, pag 1b apa mcr hay eee light. 
would cost anywhere from $1500 to $3000, depending 
upon the design of the store front and the choice of 
structural glass, stainless steel, enameled steel, glass 
blocks, pre-cast stone, terra cotta, limestone, granite, or 
other materials. The cost for these materials and for 
(Please turn to page 66) 


Left: A little store can 
be effectively modern- 
ized at small expense. 
Marr's, Clarksburg, Va. 


Miller's in New Orleans shows the possibilities of a large establishment. 
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PENING day is not the sole, nor even the greatest 

consideration in opening a new store. Opening day 
crowds provide a thrill for the jeweler standing proudly 
behind his new show cases, but the thing that really 
counts is the business that the new store attracts day in 
and day out after the opening day flowers have faded 
and gone. 

There are two schools of thought as to how opening 
days should be handled in order to register the strongest 
and most lasting impression. One has it that people 
should be given souvenirs, such as ash trays, combs, and 
other nick-nacks, and that opening day bargain specials 
should be featured; while the second school feels that 
the technique of interest is more effective than handing 
out gifts. 

When Holzman’s of Atlanta was planning its new 
store opening last November, it decided upon the sec- 
ond method. Their purpose was not to sell more mer- 
chandise, on the opening days, but rather to focus atten- 
tion of all Atlantans on the store not only for the 
opening day but from then on. It was the firm’s 42nd 
year in business, and it enjoyed a splendid reputation, 
but it was not as widely known as some of its com- 
petitors. The store carries middle-priced merchandise 
and caters to the middle-class. 

Monday was selected for the opening of the new 
home, since the largest customer traffic occurs on that 
day. Three of the four Atlanta radio stations each 


© Left, three styles of opening-the-new-store advertisements. Maier & 
Berkele used two full-page "picture frames" to dramatize the growth 
of this 52-year-old Atlanta institution. Max Friedman announced his 
new store in Knoxville with a 12-page section of which the inviting 
cover is shown. Carolina Jewelry Co., Asheville, used merchandise 
pictures and price appeal. ® Right, direct-mail invitations to the 
debut. Holzman's, Atlanta, staged costly displays. Wilbur A. Marr, 
Clarksburg, W. Va., sent out "new baby" announcements for his store. 


Thousands came Nov. | to inspect Max Friedman's new store in Knoxville. 





Planning Your .New Store’s Debut 


By A. S. PERRY, Merchandising Counsellor 


And now that your new store is complete and 
ready, what are you going to do to make it 
produce the maximum of business and prof- 
its? How are you going to “merchandise” it? 
The new front, new fixtures, modern lighting, 
improved display, will automatically bring a 
certain amount of increased trade, but to get 
the maximum benefit from your investment 


you’ve got to “sell” the new store to your city. 


carried as many as nine announcements per day for ten 
days prior to the store’s opening. No stress was laid 
on the fact that the new store was opening; rather it 
pointed to the museum pieces, oddities, and unusual 
items that would be shown on that Monday. A two- 
color announcement emphasized the same fact, and a 
Sunday supplement devoted 75 per cent of its space to 
reader interest. 

Mystery and suspense were used to arouse greater 
interest. Construction was finished on Friday, when a 

(Please turn to page 67) 
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Some 


reeent 


modernizations 





The Dallmeyer store, Jefferson City, Mo., uses 
unique installation of fluorescent lighting. 








West New York, N. J., shows this attrac- 
tive front in white structural glass. 


Photographs of many other 
attractive recent moderniza- 
tions have been received 
within the past few weeks. 
Unfortunately space limita- 
tions prevent showing all. 


The new wholesale showroom of L. Luria 
& Son, on Fifth Ave. in New York. 
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Budd's, Columbus, Ohio, has an interesting 
treatment of a corner entrance and marquee, 




















Glass bricks and marble combine pleasingly 
in this recent New Haven, Conn., modernization. 
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SINCE {889 


Wadsworth 


THE WADSWORTH WATCH CASE COMPANY, INCORPORATED, DAYTON, KENTUCKY 
Offices: New York, 630 Fifth Ave.; Chicago, 35 East Wacker Drive; San Francisco, 140 Geary St. 
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Know Your 
Ouality 
Markings 


by EDWARD O. OTIS, Jr. 


Executive Secretary, New England Mfg. Jewelers’ & 
Silversmiths’ Assn., Inc. 


O you, retailers, actually know what qualities you 
buy and sell in the medium and lower priced 
jewelry field or is all this talk about going to the jeweler, 
because he knows what’s what, just facade? I ask this 
question because, among other duties, I happen to be a 
salesman calling on retail jewelers in the Eastern United 
States and I know that, while there are exceptions, you 
jewelers are sadly deficient in knowledge of quality mark- 
ing in this field of medium and lower priced jewelry. 
You pride yourselves on your knowledge of gems and 
advertise it to your trade, but when you have a customer 
desiring a more moderate priced item in jewelry, you 
are likely to be shaky on your knowledge of qualities. 
This may not be true of the head of the house but I have 
found, in many cases, that both buyers and salespeople 
need further knowledge on this subject. This, however, 
can be easily corrected with very little time and trouble. 
Up to five years ago, quality marking in this field 
was almost impossible to interpret. You might have 
known what gold filled and rolled gold plate was in a 
general way, and have had good experience with these 
qualities ; but, these terms, then as now, merely described 
a process—the marking did not go far enough—it did 
not account for the rather wide difference in prices of 
similar looking items. You did not know then what pro- 
portion of the weight of the article was gold and what 
karat gold it was. You probably bought price and eye- 
appeal, and depended largely on your confidence in, and 
experience with your source of supply. 

Now, the industry as a whole has made real progress 
during the past few years in putting some simple order 
into the marking situation. You and your buyers and 
your clerks have definite and specific standards to guide 
you—you can know what to look for and what to ask 
for and how to honestly and fairly compare prices—how 
to sell it at retail. 

First, the industry set out to standardize the terms 
“Gold Filled” and ‘Rolled Gold Plate” by means of 
setting up a United States Commercial Standard now 
completed and known as CS47-34. Official copies of this 
Standard may be had for 5 cents by writing to the U. S. 
Bureau of Standards, Trade Standards Division, Wash- 





ington, D. C., or free of charge from the New England 
Manufacturing Jewelers’ & Silversmiths’ Association, 
Providence Biltmore Hotel, Providence, R. I. In set- 
ting up this standard, the industry set forth certain prin- 
ciples for standardizing the marking of gold-plated 
jewelry. ‘They determined that they would distinguish 
between the method of application of gold to a base by 
fixing the terms by which articles, made by various 

The two terms “Gold 
Filled” and ‘‘Rolled Gold Plate” refer to articles made 
of base metal, upon one or more sides or surfaces of 
which base metal is affixed by soldering, brazing, weld- 
ing, or other mechanical means, a sheet or sheets or shell 
of karat gold, these sheets or shell of gold being rolled, 
drawn or pressed to the marked weight ratio before unit- 
ing with the base metal. No article made by any other 
process is entitled to use these terms. 

Second, they sought a basis for stating the amount of 
karat gold present—they would have liked to have used 
a thickness basis, as do the watch case manufacturers, 
but, because of the nature of jewelry, this was imprac 
ticable. So they chose the weight ratio method, and 
required that a fraction indicating the weight ratio of 
the karat gold to the total weight be shown together 
with the karat quality used. Thus, “1/10 14K Gold 
Filled,” indicates that the gold surface is of 14 karat 
quality, and is 1/10th of the total weight of an article 
so marked. (This does not include specified exemptions 
such as springs, etc.) Here is a point which buyers 

(Please turn to page 62) 


How Gold Filled Wire Ils Made 


. Pure gold is melted, alloyed to the quality desired, 
and poured into a mold to make a solid plate of the 


desired thickness. 


- Powerful presses form the flat plate of karat gold 


into a hollow cylinder. 


. After the core of base metal is united to the gold 
shell, it is further bonded by swaging before rolling. 


- The bar is then passed through successively smaller 
grooves in a pair of heavy rolls until it becomes a 


long slender rod. 


- To make them more ductile for drawing, the rods are 
then annealed in electric furnaces whose tempera- 


ture is accurately controlled. 


- The rod is then drawn into wire through diamond 
faced dies. Here, ten strands are being drawn at 


one time. 


. After the final drawing, the wire is coiled on spools 


ready for the use of the jewelry manufacturer. 


. Rigid inspection is maintained at every step of man- 
ufacture. The gold must be even, the size accurate, 
the finish perfect. 
































Helen Wood, NBC dramatic actress, Ida Lupino, Paramount star, wore, over NBC's Kathleen Fitz was decked out in 
chose a three-strand necklace in two her glove, a bracelet of baguette dia- ce gold necklace with a ribbed design, 
tones of gold, and one of the new monds. The brooch at her collar has and a matching gold bracelet. Her 
bracelets composed of a wide band both baguette and round diamonds and smart two-tone gold ring matched the 
of plain gold with charms attached. the piece contains some 100 stones. other two smart pieces of her choice. 


ashion Flashes from Santa Anita 


by HARRY R. TERHUNE 


One of the most glamorous spectacles in the United 
States is the annual opening of the races at Southern 
California’s famous Santa Anita Park. Being one of 
the nation’s big “first days,” fashions are naturally in 
the spotlight, and a look at the Hollywood celebrities 
and Social Registerites who turn out for this headlined 
event is a good forecast of the styles that will be ac- 
cepted for the coming season. Every indication points 
toward the wearing of more and better jewelry by men, 
and a continuing growth in popularity of gold jewelry, 
which fits in so well with the current sports clothing of 
both men and women. 

“This gold jewelry vogue should mean many extra 
sales of the better types of merchandise, as I have been 
much impressed at the steadily growing use of nice 
pieces among the better groomed men and women, not 
only here, but at the important polo matches and yacht 
club affairs,’ observed Durward Howes, with whom we 
attended the event. 

The accompanying photographs are typical of the 
ensembles most in evidence. 





The men, too, are sporting more jewelry. 
Jim Bannon, NBC announcer, wore a 
cultured pearl scarf pin, with kite-shaped 
diamond mounted below the pearl; gold 
tie clasp with stirrup in the middle and 
oa fine diamond ring. His wrist watch 
chronograph was a "'natural'’ at the 
race track. 
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And Again- 


as in past years we express our appreciation 
to the trade for the warm friendship and for 


the business placed with us. 


PEARLS have always been identified with 
beautiful women — and for centuries have 


been among the choicest of the jewelers’ arts. 


Recognizing the inherent desire on the part of 
Americans for beautiful, perfectly symmetri- 
cal, exquisitely lustrous Pearls—MIKIMOTO 
perfected their cultivation and has been pri- 
marily responsible for supplying them within 
the reach of all. 


Since 1894—the MIKIMOTO seal on a neck- 
lace or bracelet has been a safeguard—a guar- 
antee of the highest quality of Cultured Pearls 
—by MIKIMOTO, the originator and inventor 
thereof. 


A visit to any one of our offices will always 
find a hearty welcome. May this New Year 
be replete with Health, Happiness and 
Prosperity for you. 


h. MIKIMOTO, INC. 


630 Fifth Ave., New York 
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55 E. Washington St. 209 Post St. 

Chicago . San Francisco 
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BEST READ AD IN | | ; ; 


This De Beers advertisement was 
FIRST for total readership among 
the 45 advertisements checked 
in Life Magazine! 


Herr come the first returns on 
how the public is reading the na- 
tional diamond advertising. Care- 
ful checks by scientific methods for 
determining readership show that 
De Beers advertisements rank high 
among the leaders. See how the 
first diamond ads stood in these 
major magazines: 


FIRST in Time Magazine. The 
diamond advertisement was the 
best read ad among the 26 checked 
in this publication. 


SECOND in the Ladies’ Home 
Journal. Only one of the 50 adver- 
tisements checked in this maga- 
zine was better read than the 
diamond ad. 


FIFTH in The Saturday Evening 
Post. Only four of the 61 ads 
checked in this publication had 
more thorough readers than the 
diamond advertisement. 


So ei 


# 
FY 


That’s proof that the national 
diamond campaign is making an 
impression on America. How about 
your own local campaign? Are you 
doing enough advertising to cash 
in on the new interest in diamonds? 
Are you using tie-in material to 
identify your store with the 
De Beers activity? You'll find that 
they both can pay you dividends! 











De Beers ConsoLtwatep Mines, Ltp., 
AND ASSOCIATED COMPANIES 
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a eatneipectomnet ¢ This promotional material has been 
approved by De Beers and will be dis- 
tributed at cost in the United States by 


The Reuben H. Donnelley Corp. Order 
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Advertising Display Stand, $4 each Window or Counter Cards, $1 for com- f - Di d . 
rom: Diamond Promotion Department 
(including 7 sets of 3 proofs each) lete set of 12 (including 4 stands) os 
csi atin . The Reuben H. Donnelley Corp., 305 
Reprints of advertisements, $2 per 100 East 45th Street, New York City. 
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This Movie 
Can Help 
You Sell More 


Diamonds 


ELDOM does the retail jeweler have such a glorious 

opportunity as will be presented to him in just a 
few weeks to utilize the help of one of the most power- 
ful influences on the ideas of the American public. 

Early in March, the Paramount Studios will release 
a feature picture entitled “Adventure in Diamonds.” 
The leading roles are played by George Brent and Isa 
Miranda, the latter being Paramount’s latest feminine 
star newly imported from Spain. 

As the title indicates, diamonds have a prominent part 
in the story. The action takes place in South Africa, 
where, through cooperation extended by the De Beers 
Syndicate, many scenes are filmed right in the diamond 
mines, and the actual processes of mining, recovery and 
sorting are all included in the action of the picture. 

Don’t get the idea, from that, that this is an “educa- 
tional’’ movie or travelogue. Far from it. The whole 
film is packed with adventure, thrills and romance—the 
sort of picture that has tremendous box office appeal— 
that draws big audiences and _ holds their rapt 
attention. . 

It is a straight entertainment headliner—whose plot 
centers around the attempts of a gang of diamond thieves 
to steal diamonds from the mining properties, and their 
ultimate capture. But, because the story is based upon 
diamonds, and emphasizes their beauty, their value, their 








Isa Miranda, glamorous star of “Adventure in Diamonds” 


romance, and the hazards and the dithculties of pro- 
ducing them, it is bound to make the public more dia- 
mond conscious, and impress them with the desirability 
of diamonds as possessions. 

Here is a glorious opportunity for the jeweler to tie 
in his advertising, his window displays and his public- 
ity with the showing of the picture in the theatres of 
his city when it is released. Photo “stills” from the 
movie, a few of which are reproduced in much smaller 
size on this page, will be available for window and 
store displays; and many movie theatres will undoubted- 
ly be glad to arrange for lobby displays featuring jewel- 
ers’ diamond merchandise. 

The picture will probably receive special publicity 
attention from the producers because of the fact that it 
features a new star, and the motion picture companies 
always vigorously publicize these new stars in order to 
build up their box office appeal. This picture will, there- 
fore, be a really big feature—one with much more than 
ordinary attention value. Plan now to take advantage 
of it. 

For complete details of release dates for your city, 
names of the theatres at which the picture will be shown, 
and suggestions for publicity tie-ups, write Alec Moss, 
Paramount Pictures Paramount Bldg., Times Square, 
New York. 


A few of the many photo "'stills" from "Adventure in Diamonds" which 
can be obtained from Paramount Pictures for window or store display, 
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1939 Was a Big Stone Year 
1940 WILL BE EVEN BIGGER! 























Dealers have on hand a stock of Popular stones 





























and are well prepared to meet 1940 requirements. 
Furthermore, new sources of supply are rapidly 


being developed. 


Skilled craftsmen in the manufacturing industry 
have designed modern jewelry embodying beautiful 
stones—an achievement which has resulted in an 
ever mounting consumer acceptance. Keeping pace 


with this definite style trend, leading manufacturers 
are featuring STONE-SET JEWELRY more exten- 
sively than ever in 1940. 


x «# *& & & ® 


Our members join in extending best 
wishes for a Most Prosperous New Year. 


a 


PRECIOUS STONE 
DEALERS ASSOCIATION, Ine. 


10 West 47th Street, New York 






















































































54 THE JEWELERS’ CIRCULAR-KEYSTONE 
for January, 1940 














—a 


by ROBERT M. SHIPLEY 


President, 


Gemological Institute of America 


Russian alexandrite crystal and 2.75-carat gem 


O WHAT GEM mineral family does alexan- 
drite belong? 


A.— It is one of two most beautiful varieties of the 


chrysoberyl family. 


Q.—What is the other gem? 


A.—The other gem is chrysobery] cats-eye. 


Q.—Are these gems rare? 
A.—Yes, 


tremely rare. 


fine alexandrites and cats-eyes are ex- 


Q.—Why are they called alexandrites?P 

A.—This gem was first discovered in 1831 in the 
emerald mines on the Takowaya in the Ural mountains 
of Russia. As the discovery was made on the day Czar 
Alexander II reached his majority the gem was called 
alexandrite in his honor. 


Q.—Are these gems found only in Russia? 


A.—No, they are found in Ceylon and Tasmania. 


Q.—Does Russia or Ceylon produce the finest 
gems? 

A.—Gems of over three carats are seldom found in 
Russia, while in Ceylon gems of 63 carats have been 
found. The Russian gems are extremely rare and are 
considered more valuable. The gems from Ceylon have 
a darker green day color but a somewhat finer night 
color. 


Q.—What is the striking quality of alexandrite? 


A.—Because the gem has chromium as coloring mat- 
ter it changes color by night. In the daytime a fine 
alexandrite is emerald green and by night it is colum- 
bine red. 


Q.— What factors affect the value of alexandrite? 


A.—The more nearly the day color of alexandrite 
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approaches that of a fine emerald and the night color 
brilliant columbine red, the more valuable the gem. 


Q.—How does a fine alexandrite compare in 
value with a fine diamond, emerald, ruby or 
sapphire P 

A.—Because of the rarity and desirability of fine 
alexandrites, and fine cats-eyes, they are only exceeded 
in value by these gems. If they were better known, the 
alexandrite and cats-eye would probably exceed the 
sapphire in price. 


Q.—How does alexandrite compare in hardness 
with other gems? 

A.—It is the third hardest gem being 814 on Mohs 
scale of hardness. As its toughness is excellent, it is an 


extremely durable gem. 


Q.—Is a flawless alexandrite as rare as a flaw- 
less emerald? 

A.—No. It is possible to obtain alexandrites in large 
sizes which are flawless under high magnification. How- 
ever, the beauty of color is more important than its 
freedom from flaws. 


Q.—Are synthetic alexandrites made? 


A.—There is no true synthetic alexandrite. However, 
synthetic corundum containing trivalent-chromium which 
has the striking quality of being blue-green by day and 
red by night, has long been sold as synthetic alexand- 
rite. The day color in these synthetic stones is more 
blue than green. 


Q.—What type of person am I most likely to 
interest in alexandrite? 


A.—The person who is looking for the unusual and 
has a real love of beauty will be interested in the pur- 
chase of an alexandrite, provided you know enough of 
its rarity, beauty and background to be sold on it your- 


self. 
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@ Amidst the great expecta- 
tions for 1940, what jeweler 

does not dream of the affluent 

customer who will announce his 

desire to purchase an assort- 

ment of top-grade diamond 

pieces, including every essential 

jewel accessory? Fulfilling this 

dream-wish, the jeweler might 

assemble for his customer such 

a collection as is shown above. 

worn by the girl, and in detail 

at the right. For hair and gown, 

the platinum and diamond clip- 

brooch combination; for the 

ears, black Oriental button 

pearl and diamond pendant 

earrings; for the throat, a mag- 

nificent diamond necklace con- 

taining a 36-carat drop emerald Teale 
and five carved emeralds. For at ey ey, See 
the arm, a_platinum-diamond Cate ; goss 


= 


bracelet with three large square NL, EI 
& ait “I oad Koon pe set sem 

diamonds, and, for two highly Mf ws” Synare’ ee 

favored fingers, a 40-carat star 

sapphire set with diamonds in 

platinum, and an 8.10-carat em- 


erald-cut diamond ring. 
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genuine-registered 


eepsake DIAMOND RINGS 


GREAT NATIONAL ADVERTISING CAMPAIGN 
for SPRING 1940 








Builds Profits for 
the Authorized 


Keepsake JEWELER 





IGHTEEN issues of eight famous magazines 

_ will carry Keepsake sales messages to millions 
of readers. Our experience shows that thousands of 
inquiries will be received from all over the country 
enabling us to put Authorized Keepsake Jewelers 
directly in touch with diamond ring prospects in 
their trading area. 


In addition, a complete program of Keepsake 
window displays, printed pieces, newspaper adver- 
tisements, dramatized radio announcements and 
other merchandising helps aid the Keepsake jeweler 
in creating more diamond sales and profits. 


The Keepsake franchise is made available only to 
carefully selected jewelers. Its privileges give a 
definite advantage over competitors and help build 
leadership and profits. 


Send for Details 


Our representative will be in your territory soon. 
If not being called upon regularly, be sure to write. 


A. H. POND CO., INC. - 
14 SOUTH WARREN ST. SYRACUSE. N. Y. 








Established 1866 


Importers and Cutters of 


DIAMO 


608 Fifth Avenue, New York 











Cutting Works: sia Bina mee Simons 
s am— arphatistraat 
64 West 48th Street London—23 Holborn Viaduct 
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The most satisfactory hair-ornament is the 
one that “stays put” on a tension 
spring made especially for the coiffure. 
This girl wears Edmond Frisch’s diamond 
curl-pin mounted on a small barrette 

to match the hair. Another fashion trend 
you’ve seen is the use of brooches 

on neck-bands. Notice that this ribbon 
neck-band matches the satin stripe in the 
silk taffeta gown. Suggest as many uses 
as possible when you're selling jewelry. 


Young women who are wedded to ribbons and 
hair-bows for that little-girl look 

are now adding a clasp of diamonds for 
sophistication. This spray of ermine 

tails is worn like a bow, centered with a 
fan-shaped diamond clip. The ermine 

jacket is closed at the throat with a 

pair of diamond-aquamarine quills. 

The diamond cuff bracelet as well as the 
other pieces are from Edwin Tompkins. 


fashion says 


diamonds in hair 


“Something for the hair” has been the rule in 
coiffure fashions for several seasons. This 
winter it’s “Something Sparkling for the Hair” 
and usually the ornament contains diamonds. 
They have a brilliance that attracts the eye 

on the evening scene. In selling a fine dia- 
mond clip, remind your customer that one of 
the ways she can employ this jewel is as a 
coiffure ornament. The picture shows a dia- 
mond and ruby rosette clip whose swirling, 
circular shape conforms to curls in which 

it is worn. These jewels by Marcus & Co. 
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IMPORTED 
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aceR WURMSER 


ROCKEFELLER CENTER 
GiO FIFTH AVENUE 
NEW YORK 


od Ley .\cie) LOS ANGELES 
S. KUTNER LG -V4.\, BIT, Behe 
55 E. WASHINGTON ST. 220 W. 5th STREET 








LET THERE BE LIGHT 
(From page 37) 
too much light to permit the effective showing of mer- 
chandise on the lower shelves. 

A much better method is to have the lights and reflee- 
tors running vertically at the side of the wall cases, 
since with this arrangement, the light will be evenly dis- 
tributed to all the shelves. Fluorescent lighting is highly 
recommended for this purpose, because of its diffusion 
of the light, and the fact that its long narrow tubes are 
especially suitable for creating a long even band of light 
such as is required here. 

With the correct type of overhead illumination, coun- 
ter diamond lamps may be dispensed with. Likewise, 
the use of reflector lamps within the show case becomes 
optional, because of the concentrated light now focused 
on the show case. Of course, the use of show case lights 
in reflectors will give a desirable added brilliance to the 
wares displayed, but if the budget is limited, they can 
safely be omitted without serious detriment. 

When show cases are lighted, the use of narrow com- 
pact reflectors is essential, and the reflectors should be 
continuous. It is neither good display nor good merchan- 
dising to trim a show case with beautiful goods, and then 


| obstruct the view of it with a bulky unsightly reflector. 


Here, too, fluorescent lighting is strongly recom- 
mended not only because of the physical shape of the 
unit, but also because a fluorescent tube gives off no per- 
ceptible heat, and therefore a show case illuminated with 
this type of lighting is never unpleasantly warm to the 
touch. 

It may be asked, in view of the recommendation that 
was made earlier in this article, to use incandescent 
lighting above the show cases in order to get a high con- 
centration of light upon them, why the same recommen- 
dation does not apply to the lighting within the cases. It 
must be remembered, first, that the concentrated light to 
furnish ‘punch’ and “sparkle” has already been sup- 
plied by the overhead system; and second, that since dif- 
fusion decreases as the distance from the source of the 
light becomes less and since the lamps within the cases 
are relatively close to the merchandise, diffusion is less 
pronounced; and finally, that the physical factors mwen- 
tioned in the preceding paragraph are highly important. 

After the direct lighting of the merchandise in show ~ 
cases and wall cases has been taken care of, provision 
should also be made for indirect illumination to spread 
light throughout the store, if the budget so permits. 
However, if the construction budget is limited, these 
added light units may be omitted. Generally, in a good 
installation of direct light, there will be sufficient re- 
flected light to provide adequate general illumination, 
especially if the decorative color scheme is light in color 
and smooth in surface. 

Indirect lighting, as its name indicates, consists of 
directing the light from a concealed source against ceil- 
ing, walls, or other surfaces, from where it it reflected 
back, and softly diffused through the store. It may be 
achieved in many ways, such as concealing the light be- 
hind cornices or molding or placing it in troughs or 
coves; or with indirect lighting fixtures, open at the top 
and opaque below, suspended from walls or ceiling. 

It is impossible to make any general recommendations 


| as to the number, size and placing of these units, since 
| the amount of light needed from them depends entirely 
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upon the amount already disseminated by the direct 
lighting equipment. Moreover, the illumination provided 
by any given unit of indirect lighting varies enormously 
with the color and finish of the surface from which its 
light is reflected. Here again, is a place where the ser- 
vices of the expert consultant are essential to avoid 
either wastefulness on the one hand, or inadequacy on 
the other. 

Display windows, of course, should be brilliantly il- 
luminated. Area, depth and color and finish of window 
backing, obviously will affect the number and size of 
lights required, but they should deliver a level of not less 
than 150 foot-candles throughout the entire area, and an 
even greater amount is highly desirable. 

Window lighting should always be concealed, of 
course. Either the incandescent or the fluorescent type 
may be used with good effect. Concealed spotlights to 
accent certain items or parts of the window are good 
showmanship, and should be provided for if possible. 

And while you're on the subject of lighting, don’t 
overlook the very practical consideration of providing 
adequate illumination for your watchmaker, your en- 
graver and your jewelry repairman. 

Decorative effects and merchandising do not have to 
be considered here, of course, but a clear glareless light 
directly on the work is essential. 

An especially efficient unit for the work bench has re- 
cently been developed with a 15-watt fluorescent unit 
which delivers more illumination than an incandescent 


bulb of several times its size, aiid provides an eveiily 
diffused light, free from sharp shadows. This unit may 
be swung about and adjusted to suit the ideas of each 
individual workman. 

Whether in your selling or in your work-room, correct 
lighting is not only important—it’s essential, and the 





Self-contained fluorescent unit for the watchmaker's bench, 
developed by the Polarizing Instrument Co. Photo from in- 
spection department of Bulova Watch Co. 


jeweler who is planning a modernization should give it 
the same attention and thought that he gives to his store 
front or fixtures. Jewelry, more than any other mer- 
chandise needs light, and when you remodel your store 
or create a new one, LET THERE BE LIGHT. 
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Oscar Heyman x BROTHERS inc. 
MANUFACTURERS AND GEM IMPORTERS 
642 FIFTH AUVE.NEW YORK CITY 
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L’OFFICIEL DE LA BIJOUTERIE 
& ACCESSOIRES FASHION SERVICE 
TO CONTINUE UNCHANGED! 


ANNOUNCEMENT TO AMERICAN JEWELERS: 


REFLECTING THE PRESENT SPIRIT OF THE PARIS 
FASHION AND ART WORLD, THE WELL-KNOWN 
PARISIAN JEWELRY FASHION PUBLICATION, 
L’OFFICIEL DE LA BIJOUTERIE ANNOUNCES 
THE NON-INTERRUPTION OF ITS SERVICES 
IN CONNECTION WITH THE STYLING NEEDS AND 

FASHIONS OF THE JEWELRY INDUSTRY. 








A JEWELRY FASHION PERIODICAL 





and INDIVIDUAL STYLING SERVICE 
IN ONE: 


To serve the individual styling requirements of each 
Subscriber, Supplementary, Especially Created Exclu- 
sive Designs (minimum 6) are furnished to-order 
FREE OF CHARGE WITH AN ANNUAL SUBSCRIP- 
TION, in addition to the regular periodical Fashion 
Albums. 

SOME OF THE NUMEROUS APPROVALS OF SUCH 
DESIGNS BY AMERICAN SUBSCRIBERS FOLLOW: 

(FROM LETTERS ON FILE) 


“We are in receipt of the designs as per your letter of the 7th, fos 
which please accept our thanks and want to advise that these are 
‘esti’ Dew: ansnine a TOOT TET ECTT Tree Inc., New York. 


“We wish to acknowledge receipt of the six beautiful designs that 
you so kindly sent us, which have met with our full approval.” 

, Chicago. 
“This is to acknowledge receipt of six designs you sent us, as per 
our request of July 27th. Permit me to say that we are very pleased 
with them.” Inc., New York. 


“ . and would appreciate it very much if you were to keep on 
sending us more sketches from time to time, as those submitted 


looked very promising indeed and very lovely.” 
K Co., Inc., New York. 


teste ee ee Se 





Subscription Rates: 

(payable in advance) 
Photographic Edition 
(black and white): 


Chromatic Edition 
(colors of objects): 


Annual Semi-annual Annual Semi-annual 


$30.00 $20.00 $40.00 $25.00 


Remittance may be made by ordinary check. Also, if preferred, 
by bank against delivery of the Edition. 


L’OFFICIEL de la BIJOUTERIE & ACCESSOIRES 
8, Rue Murillo, PARIS (8*) France 
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KNOW YOUR QUALITY MARKINGS 
(From page 49) 


should realize—the weight of the whole article must be 
considered to fairly judge the quality and the price. 

lor example, if an article weighs one ounce, and the 
mark says 1/10th 14K, then there is 1/10th of an ounce 
of 14 karat gold on the exposed wearing surfaces. An 
article, similar in appearance, which weighs only one- 
half ounce might be marked the same way, but it will 
contain only 1/10 of one-half ounce, or 1/20 of an ounce 
of 14 karat gold—and quite probably be somewhat lower 
in price—so you can readily see that the weight of the 
whole article must be considered in comparing values. 
Obviously, to be satisfactory, any article of gold filled 
or rolled gold plate jewelry should be made of heavy 
enough stock to stand normal use and have enough gold 
on the wearing surfaces to stand up under normal wear. 
Most lines, in this quality, will offer a sufficiently wide 
variety of items to allow any retailer a wide range of 
choice. 

Now, what’s the difference between Gold Filled and 
Rolled Gold Plate? There’s no difference, as far as the 
process is concerned, the term “Gold Filled” merely indi- 
cating the higher of the two qualities. To use the term 
“Gold Filled,’ the amount of karat gold covering the 
article must be 1/20 or more of the total weight, and the 
gold must be of 10K fineness or better. For thinner 
platings, the term ‘Rolled Gold Plate” must be used. In 
either case, the proper fraction and karat mark, as well 
as the maker’s registered trade mark or name must be 
shown. 

Both the fraction and the karat mark should be used 
when buying or selling “Gold Filled’ and “Rolled Gold 
Plated” goods. Don’t use the term “Gold Filled” or 
“Rolled Gold Plate’ alone, and don’t let manufacturers’ 
salesmen skip over the qualities by merely referring to 
them as “Gold Filled” or “Rolled Gold Plated’ goods— 
insist upon knowing what they actually are—and buy 
them and sell them for that—yes, have something for 
every purse, but buy your stock intelligently and sell it 
the same way. 

Perhaps a brief description of the processes by which 
gold filled and rolled gold plate materials are manufac- 
tured will help towards a clearer understanding of the 
characteristics of jewelry made from these materials, 
since the inherent qualities of this class of jewelry are 
the direct outcome of the processes by which the ma- 
terials are made. 

Let’s suppose that we wish to produce a sheet of gold 
filled material which will be 1/10 14K quality. To a bar 
of strong non-precious metal we firmly unite, under heat 
and pressure, a layer of 14K gold. The weight of this 
karat gold layer is exactly 1/10 of the total weight of 
the base metal and gold together. 

This bar (which is now called “Gold Filled’’) is then 
passed through massive steel rolls, gradually becoming 
thinner and more elongated. 

The non-precious base and the gold covering are re- 
duced in exactly equal proportions in thickness during 
the process, the ratio between them remaining always 
the same. This is continued until the sheet is rolled 
down to the thickness which is desired for manufacture 
into the finished article of jewelry. 
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For purposes of illustration we have described the 
steps in the manufacture of a piece of flat stock. The 
process is fundamentally the same for other shapes. A 
gold filled wire, for example, is made by uniting a hol- 
low cylinder of karat gold to a core of non-precious 
metal to make a solid cylindrical bar. This is then 
passed through a series of grooved rolls which reduce it 
in size to a slender rod after which it is drawn through 
diamond dies to bring it down still further in size until 
it finally emerges as wire of the desired size, the outer 
layer of 14K gold and the base metal always remaining 
in exactly the same proportions. 

Fancy wire (such as is used in spectacle frames, for 
instance,) is made by taking the round wire and passing 
it through special] steel shaping rolls which give the wire 
the desired shape and design. 

It will be noted that in all of the above processes the 
material is being constantly worked by mechanical 
means, and it is a well-known principle of metallurgy 
that the continued mechanical working of metal tends to 
give it a smooth, dense and hard surface—qualities which 
are highly desirable in gold plated jewelry and which, 
because of their methods of manufacture, are inherent in 
rolled gold plate and gold filled materials. 

A thought for those stores which don’t carry gold filled 
and rolled gold plated goods—aren’t you losing by this 
policy? Analyze your unit sales and you will find that 
many of them will fall within the $3.00, $5.00, $10.00, 
and $15.00 price range, because those are popular gift 
price brackets. Think how much wider a selection you 
can offer to catch this trade by well designed and well 





made quality articles which are not made entirely of 
karat gold. Yes, sell this merchandise for exactly what 
itis. I think you'll find that it meets a real need. Many 
of you have done it in regard to watches, that is, you 
will sell a movement in a gold filled case but in some 
cases you have, as a store policy, stayed away from 
medium priced jewelry in “Gold Filled” and ‘Rolled 
Gold Plate” qualities. 

It seems to the manufacturers making medium priced 
jewelry that all jewelers can, to their own advantage, 
use these goods without in the least detracting from your 
karat gold goods—remember beauty is not bound to any 
medium and isn’t it the duty of all of us to get beautiful 
things into as many hands as possible—yes, there are 
fields now largely by custom usurped by other outlets— 
the syndicate store and the department store for example 
—but we, as manufacturers, contend that by proper 
selection and selling, the jeweler can develop a real vol- 
ume on say $3.00, $5.00, $10.00 and $15.00 retailers— 
equally as well as he can in his gift department where 
a wide range of prices does generally exist. Try having 
something for every purse in your jewelry department— 
it may bring you many more good friends. 


N. B. The New England Manufacturing Jewelers’ § 
Silversmiths’ Association, Room 209-211, Biltmore Hotel, 
Providence, R. I., has set itself to the task of seeing that 
all producers of this quality merchandise properly mark 
their goods. This organization seeks your cooperation 
in this effort and will be glad to help you with any ques- 
tions which might arise. 















GEM OF MYSTERY 


‘7 O those who are anxious about present conditions in Europe 
and how these conditions will affect the supplies and prices 


of semi-precious stones, we suggest the Zircon. We can con- 
fidently say that our stock of zircons is one of the largest and 
most complete in this country, and new supplies are constantly 
forthcoming. Naturally, we are anxious to serve you. 


Why not let us show you these Mystery Zircons today? 


DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET 


NEW YORK CITY 
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WHAT ABOUT AIR CONDITIONING? 
(From page 39) 


To answer that question is like answering “how much 
does a watch cost?’ Obviously the size of the store 
is a primary factor, but it is not the only one. Other 
things must also be taken inte consideration—for ex- 
ample, the prevailing climate and temperature of the 
region in which the store is located. Reducing tempera- 
ture to a comfortable point naturally takes more cooling 
in Florida than in Maine. The location of the store 
must also be considered—whether it is in the center of a 
block with only the store front exposed to the direct 
sunlight, or whether it is on a corner with the direct 
rays of the sun striking it on two sides. The construc- 
tion and architecture of the building, and whether the 
store faces the north so that the sun doesn’t shine di- 
rectly upon the windows, or whether its frontage is 
towards the south, whether it is located on the ground 
floor of a several story building or whether it is of one 
story with the sun striking directly on the roof, are all 
factors to be considered. 

However, broadly speaking and under most conditions 
a store of small to average size, as jewelry stores go 
—say up to 40 x 80 feet—will be adequately served by 
the unit or packaged type air conditioners offered by 
leading manufacturers. These units take up very little 
floor space, being no larger than a small showcase, and 
are designed and finished in such a way as to blend 
inconspicuously and harmoniously with even the finest 
store equipment. 


Being self-contained, they are also easily moved and 
re-installed if a change of location from one store to 
another is made. They range in cost from approximately 
$1000 to $1800. 

For larger establishments, ducts and grilles are neces- 
sary to distribute the air evenly throughout the store 
and thus provide an even level of temperature at all 
points with low-pressure, draftless circulation. The in- 
stallation of such “tailor-made” equipment, of course, 
varies with the individual size and requirements, the 
ease or difficulty of installing the air ducts in such a 
manner that they will not be unsightly; and naturally 
the size and capacity of the refrigerating and condition- 
ing units will vary considerably. Broadly speaking, 
however, few stores of the size generally found in the 
jewelry business will require an investment of more 
than $3000 to $4000, and the problem of ducts and 
grilles is seldom serious, as can be seen from the accom- 
panying photographs of several large jewelry stores 
where these larger and more elaborate installations 
have been necessary. 

Necessarily a general article such as this cannot 
supply detailed and exact specifications for the many 
variations and combinations of factors that are found 
in various stores. It is intended only as a general and 
preliminary guide and suggestion. 

The jeweler who is considering the installation of 
air conditioning should select a reliable concern which 
specializes in this product and get exact specifications 
and prices from him. He will not be buying a luxury 
but will be making a very practical investment. 








FLUORESCENT 
LIGHTING 


FOR THE 


JEWELER 
New! Efficient! 
Economical! 


The unit illustrated provides an ideal light source 
of very high intensity, producing a cold light of 
excellent diffusion, free from shadow or glare. 

From 300 to 500 foot candles of light are 
thrown down on your work from a 15-watt fluo- 
rescent tube mounted in our HY-PAR reflector. 
No other fluorescent lamp will develop this high 
intensity of light. 


630 FIFTH AVENUE 








POLARIZING INSTRUMENT CO. 


This unique “watchmaker’s unit” was_per- 
fected in cooperation with the Horological De- 
partment of the Gruen Watch Company. 

In modernizing your store. do not neglect 
equipping your repair and watchmaking depart- 
ment, where accuracy is paramount, with this 
amazingly helpful light. 


For prices and literature write: 


NEW YORK CITY 
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FLOORS ARE IMPORTANT, TOO 


(From page 41) 


though not quite so much so as rubber, is available in 
a wide color range, and permits great flexibility of de- 
sign and pattern. It may be had in either tile or sheet 
form, though the latter, as is the case with rubber, is 
more desirable because of its flexibility in design. The 
durability of this type of floor covering, with normal 
maintenance, is from eight to ten years. Many out- 
standing and smart floors have been achieved with lin 

oleum. The cost ranges from $1.75 to $2 per square 
yard. Special insets, or designs, add somewhat to this 
cost but the effects secured are well worth the small 
additional expenditure. 

ASPHALT TILE—This is another type of resilient 
flooring made of a composition of asbestos and asphalt 
and is available in tile form only. The color range is 
large and contains many attractive shades for jewelry 
store use. This floor is resistant to moisture and fire. 
Many designs can be achieved in combinations of 
squares, oblongs, or triangles. The usual life of this 
type of floor, with normal maintenance, is about ten 
years. Asphalt tile flooring is recommended to be in- 
stalled over an absolutely level and even floor. If the 
under floor is an old wooden one, where structural sag- 
ging has set in, a magnasite composition should first be 
spread to an even level finish and then the tiles applied. 
The cost of this type of flooring, properly designed and 
installed, ranges from $2.25 to $3.25 per square yard. 

TERRAZZO—This flooring is not of the resilient 
type, but if properly laid, will last the lifetime of the 
building. It lends itself to innumerable designs or pat- 
terns in practically any desired colors. It is most com- 
monly used at the present time for the vestibules of 
jewelry store fronts. There is no limit to the type of 
pattern, design or emblem which can be worked out in 
this material. It requires a minimum of maintenance 
and is definitely permanent. Terrazzo flooring, if prop- 
erly maintained, is not slippery and an abrasive material 
may also be added to the mixture, if so desired. This 
floor is laid on an underbed of cement and coarse sand 
poured on a bed of cinder concrete. The cost of material 
and installation for this type of floor ranges upward 
from $2.75 a square yard, depending upon the design of 
the floor. 

CARPET—Carpet, naturally, cannot be expected to 
be as long lived as such materials as linoleum or rubber. 
However, certain kinds of carpeting are surprisingly 
durable, and in the type of store or department where 
traffic is not too great, a good carpeting will deliver ex- 
cellent service. It is recommended, however, only for 
the “exclusive” type of store, or for use in such depart- 
ments as silver, china or gift wares where those de- 
partments are definitely separated from the main store, 
as on a second floor, and do not have to withstand the 
main volume of store traffic. Carpet should always be 
laid over a cushioning material. 

The initial cost is somewhat higher than that of other 
good quality floor materials, and cleaning and mainte- 
nance will be greater. However, for the jeweler who 
wants to create a “Fifth Avenue” atmosphere, and who 
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Equipped with 17 Jewel GALLET 
movement; Stainless Steel Case; Ni- 
varox Hair Springs; Glacidur Metal 
Warranted NON-MAG- 
NETIC; Guaranteed WATER- 
PROOF after 3 Factory Tests. 


Balances; 


FREE CATALOG and full sales data 
No obligation. Send 
Clip it Now! 


on request. 
coupon today 
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JULES RACINE & CO., : 
20 W. 47th St.. New York r 
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Please send CATALOG and Multichron Data. . 
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can afford it, a good grade of carpet lends a touch that 
can hardly be secured in any other way. 

It must be remembered that the costs of the various 
flooring#meiitioned will vary in different localities, de- 
pending upon accessability to sourées:fasppply, the 
available labor and the intricacy of thé*#od¥ covering 
design. Likewise, local and climatic conditigg4,will some- 
times make one type of flooring more advantageous than 
another. a 

Remember, too, that no matter what the type of floor- 
ing used, or how expensive, unless it is given proper and 
normal maintenance it will not last as it should. It’s 
poor business to spend good money for a floor and then 
ruin it by neglect. The manufacturer of whatever floor- 
ing you select will be only too glad to furnish the neces- 
sary information about its upkeep. The appearance of 
your floor is an important part of your store, and should 
be given as much thought in its selection and as much 
care in its maintenance as any other part. 


WHAT DOES IT COST TO STAY ALIVE? 
(From page 43) 


their installation varies considerably throughout the 
country. 

If desired, an air conditioning system may be added 
to the above program. A store of the size specified 
will be adequately served with one of the small self- 
contained units put out by various manufacturers of air 
conditioning equipment. Such a unit would cost from 
$1000 to $1500. 


The total cost for the entire program, therefore, might 
be as low as $3000 without the air conditioning system, 
but with a complete job in all other respects, or as high 
as $6000 if the store front is elaborate, and the air 
conditioning unit is included. It will be seen, therefore, 
that the amount which a modernizing program entails 
is subject to a reasonable measure of control—that is, 
the jeweler can spend as much or as little as he wants 
within the extreme limits mentioned. Or, certain parts 
of the above program might be omitted entirely. For 
example, if the present fixtures are modern, it would 
not be necessary to replace them, and so on with the 
other elements referred to. 


TYPICAL STORE NO. 2 


Population of city, 100,000 to 500,000. 

Size of store, 20 feet x 100 feet x 16 feet high. 

Inventory, large. 

Depth of sales area, 60 feet. 

Equipment—Show cases and wall cases on both sides of 
store. At the rear of these units is a gift and appliance section. 

Two six-foot show cases with return end. 

Two six-foot straight show cases. 

Four eight-foot straight show cases. 

Two six-foot shallow displays. 

Six eight-foot wall cases. 

Two six-foot open display cases for giftwares and appli- 
ances. 

Four four-foot painted, open display cases for giftwares. 

Twenty feet of partition or counter at back of sales area. 

Sixty feet of wall paneling. 


The approximate cost of fixtures for this store may 
be estimated at $2500. 

The installation of a new ceiling, a new electric sys- 
tem using the same type of fixture as in the Typical 
Store No. 1 program, a new custom-designed linoleum 











expansion. 





SALESMEN WANTED 


Harvel Watch Company requires several well qualified, highly regarded 
salesmen to represent the company in territories now open. This is a sound 
opportunity for men of the right calibre to become identified with a company 
covering the entire American market, whose products are nationally adver- 
tised and whose policy definitely points toward continued growth and 


Please write in full detail regarding past and present connections, territory 
covered by you, etc. All communications will be held in strictest confidence. 
All of our salesmen are informed about this advertisement. 


Reply to: Henry H. Harteveldt, President 


HENRY H. HARTEVELDT COMPANY 
HARVEL WATCH COMPANY 


630 FIFTH AVENUE 


NEW YORK CITY 
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floor and new curtain walls in the sales area, and the 
painting of the entire store would cost approximately 
$1400. 

Thus the complete modernization of the interior of a 
store of this description would be accomplished at an 
expenditure of about $3900. 

A new front for this store, with a depth of 12 feet, 
would cost from $3000 to $7000, depending upon the 
design of the store front and the materials used. 

Total cost—$6,900 to $10,900. (Air-conditioning will 
add $1,700 to $2,000 to this estimate. } 

The type and style of equipment and materials used in 
computing both modernization programs are neither the 
cheapest nor the most expensive on the market. Costs 
vary, further, depending upon the physical condition of 
the building, the availability of skilled labor, and the ac- 
cessibility to materials and sources of supply. 

The wisest course to follow in determining the cost of 
modernizing your store is to consult an expert in this 
field. His advice, based upon years of experience, will 
be of great value to the jeweler who contemplates giv- 
ing his store a new lease on life. 

Finally, comes the question: “Can I afford to mod- 
ernize?” 

This problem was answered with a decided affirmative 
by a survey made for this journal several months ago. 
(See J.C.-K for July, 1939, pages 22 and 23.) 

The business records of 25 jewelers who had modern- 
ized, in one way or another, were compared for 1938, 
with the same store’s profit and loss statements for 1937, 
when they were using old-fashioned store fronts, inade- 
quate lighting, and antiquated display fixtures, and ser- 
vicing equipment. 

The average investment in modernization for the 25 
stores was $1,650, in some cases more where a complete 
job was done, in other cases less, where only a new 
front, a new interior, or new equipment was involved. 
The average yearly incre *se in sales was $7,578, and in 
net profit $1,485.29, whict: indicates that modernization 
nearly pays for itself the first year. 

Asked, ‘““How much did your new store front cost 
you?” one jeweler replied: “Nothing.” He explained 
that he bought on installments, which he met out of in- 
creased profits as he made them, month by month. 

The conclusion of the survey was that the $1,650 spent 
vy these stores for modernization of one kind or another 
will produce $75,780 in additional sales, and $14,852 in 
additional net profits, during the next 10 years, when it 
will be time to modernize again. 

All in all, modernization, wisely planned, is the best 
insurance you can buy for your store’s future, and the 
cost is far less than the benefits gained. 


PLANNING YOUR NEW STORE'S DEBUT 
(From page 45) 


huge tarpaulin was draped over the front of the store, 
with an officer guarding it. Announcements stressed the 
fact that rare, costly displays were being guarded by 
police and plain-clothes men. The tarpaulin was kept on 
until Monday at noon, helping to dramatize the idea that 
“Holzman’s opens Monday at High Noon.” 

High noon was selected for the time of opening, 
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JEWELRY STORES 
DESIGNED 10 SELL GOODS 


Here is a man who knows the requirements of the 
jewelry business—who for 20 years has specialized 
in jewelry store design and ea plans for stores 
are always drawn with the realization in mind that 
the purpose of a jewelry store is not merely to look 
pretty but to sell goods. 





MURRAY M. PEARLSTEIN 
INDUSTRIAL DESIGNER 


offers to jewelers a comprehensive and specialized 
jewelry store designing service, complete from pre- 
liminary survey to the final inspection of the finished 
store. 


Your local contractor is able 
to build a modern store but 
often lacks the designing ability 
which we supply. We can save 
you time, trouble and money 
in the selection of materials 
and construction methods, the 
awarding of contracts and the 
supervision of construction. The 
result that you get is an out- 
standing store, both in appear- 
ance and as an efficient mer- 
chandising tool. 


Among our many clients in the jewelry field are: 
International Silver Co. 
Miller's Square Deal Jewelers 
Ollendorff Watch Co. 


Bernard Sklar, Inc. 


Kay Jewelry Co. 
Wolfsheim & Sachs, Inc. 
Benedict Burkman 
Foley Brofsky 

P. Napoli & Sons 
Modernization-Consultant of The Jewelers’ Circular-Keystone 


If you are thinking of opening a new store or modernizing your 
present one, consult with us—there is no obligation. Write or call 


MURRAY M. PEARLSTEIN 


3017 Ocean Parkway, Brooklyn, N. Y. Esplanade 2-6494 
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because on the street where the store is located the 
crowd is always greatest at that time. At 5:30 a direct- 
store broadcast brought out the age of the firm by 
having its oldest customers interviewed over the radio. 
A diamond-counting contest also was used to enlarge the 
firm’s mailing list as well as to get more people to come 
into the store. 

No definite time was set at which the opening celebra- 
tion would be ended, but business settled back to norma] 
after the third day and sales picked up considerably, 
In the opening days, so many people crowded the store 
(three officers were required to keep order) that no 
business could be done. 

The opening of the new home of Bush Jewelers in 
Athens, Ga., used a somewhat similar technique—with 
alterations to fit their problems. This is a typical credit 
store which stresses weekly terms. Since their best 
days are Friday and Saturday, those were selected as 
opening days; first, because of the greater number of 
people who would be likely to visit the store; and 
second, because by limiting the formal opening to two 
days, it would avoid too long an interruption to the 
firm’s business. Seventeen announcements a day on the 
radio told of the unusual items to be shown, as well as 
a diamond-estimating contest, somewhat similar to that 
used by Holzman’s. 

A four-page section for the local paper was prepared 
in Atlanta and drew a terrific amount of attention and 
comment because of its marked difference from the 
general run of advertisements in the Athens paper. 

The Bush store, too, put on a special exhibit of 
unusual items. Nearly five thousand people came into 
the store opening days. Interest in the exhibition and 
the new store ran so high that the exhibits were kept 
over another week without interruptions to the business. 

Bush Jewelers accomplished their purpose—not to 
bring attention to a new store (because the 20,000 citi- 
zens of Athens already knew the firm), but to make the 
town realize that they had a new store which was as 
fine as any in the larger cities. 

Differing from either of the above treatments, the 
opening of the new store of the high grade firm of 
Maier & Berkele, Atlanta, Ga., was extremely effective. 
No radio was used, but a clever announcement in two 
colors, using a tip-on of cellophane, arranged to look 
like the two all-glass doors of the store invited each 
patron to enter for a visit. No time-limit was set for 
the duration of the ‘opening,’ since the finer clientele 
will come when they will. However, a Monday was 
chosen to allow a full week for display and greetings. 

Maier & Berkele, too, staged an exhibit of museum 
pieces, and enclosed in the invitation a card announcing 
them. ‘These were miniature curiosities of the smallest 
things of their kind—including a 1/500 carat, fully cut 
diamond, a tea set made from a dime, miniature hand- 
painted cameos, the Lord’s Prayer on the head of a 
pin, ete. Members of the staff explained the items and 
presented each caller with a descriptive folder. [or 
weeks afterward people who had seen these folders but 
not the display itself came in to view it. 

Newspaper advertisements—two pages in one paper 
and one page in another—concentrated on the store’s 
progressiveness over 53 years, and the part it plays as 
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an institution of Atlanta—there was no reference what- 
ever to merchandise. A photograph of the founder and 
his original store was used to further get across the 
idea of age and prestige. 

Another impressive announcement was that of Max 
Friedman, Knoxville, Tenn., who threw the doors of his 
new establishment open to the public Nov. 1. On the 
previous day, the Knoxville Journal carried a special 
section of 12 pages devoted to reading matter and adver- 
tising concerning the new store. 

However, a large expenditure for advertising is not 
the only way to make an opening effective. Numberless 
other twists can be used to register a realization of the 
new store upon its potential customers, depending on 
the individual features that distinguish it from its com- 
petitors. 

For example, when Cole & Young, South Chicago, 
opened the first air-conditioned jewelry store in their 
district, their advertising for several weeks thereafter 
devoted solely to impressing the fact that at this pro- 
gressive store the customer can shop in comfort, with 
no mention of specific merchandise. 

M. Hirsch & Sons, Holyoke, Mass., whose new store 
has a sign unique in design and illumination, reproduced 
it as a regular feature of their advertising, with the 
slogan, “A Sign of Progress” and dwelt upon the for- 
ward steps the store has made in its 48 years. 

The Terrell Jewelry Co., Jacksonville, Fla., installed 
as the entrance to its new store a door controlled by the 
“magic eye” which opens automatically at the approach 
of a customer, and built their advertising around a pic- 


ture of it, with the invitation to enter through “The 
Magic Door to Greater Values.” 

The technique of advertising “opening day’”’ specials 
and free souvenirs is too well known to call for extended 
comment. However, this, too, can be given a little in- 
dividualized twist here or there. For example, one en- 
terprising jeweler in Colorado advertised that each 
woman visiting the store on opening day would be given 
a piece of solid silver. He made good, too, for each fem- 
inine visitor as she entered the store was handed a neat 
little card to which was pasted a new shiny silver dime. 

The unusualness of the offer attracted crowds of 
women and the gift of a dime so far from being a disap- 
pointment, as might have been feared, was accepted in 
good humor and created a large amount of publicity. 

Small stores with little money to invest in advertising 
can effectively register their individuality, too, by using 
their ingenuity. Wilber A. Marr, Clarksburg, W. Va., 
who in November opened a new store which, though 
highly attractive, measured only 12 by 17 feet, made up 
a mailing list of desired customers, and sent out an an- 
nouncement in the form of a “new baby” card with a 
picture of a stork and a small baby. 

The main thing to make your opening of maximum 
effectiveness and to get the greatest benefit from it, is 
not to copy what your competitor did last week, last 
month or last year, but to pick out the individual and 
unique features of your own store and emphasize these 
in whatever you do, so your store will be remembered 
and have a distinct individuality in the minds of your 
customers. 














BUY AND SELL SCIENTIFICALLY 
—AND MORE PROFITABLY! 


Great advancement has occurred in the technique of grading diamonds—of testing colored 
stones—and in the technique of buying and selling diamonds, other gems and jewelry. 


The proprietor who has obtained this accurate knowledge is out-selling his competitor. The 
employee who has it is advancing more rapidly. 








The courses of the Gemological Institute of America include detailed study 
of every gem,—its optical and physical properties,—identifying tests,— 
detection of synthetics,—substitutes and fakes,—use of new gem testing 
instruments—and the new scientific grading of diamonds. 





The young man's opportunity, 
and 
The protection of the old established firm. 


For details, write to the 


GEMOLOGICAL INSTITUTE OF AMERICA 


541 South Alexandria Los Angeles, California 
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Mrs. Lampkin's 
social contacts 
and brides’ 
tables like these 
bring relatives 
and friends to 
Duval's to pur- 
chase wedding 
gifts of silver, 
china and glass. 


“Social Contactor” 
Lifts Silver Sales 


: By LUCILLE HAMILTON 


ee per cent increase in the sale of silverware, china 
and glass spells real achievement, in anybody’s 
language. 

_ This is just what happened in the Duval Jewelry Co., 
111 Main St., Jacksonville, Fla., since last October, 
‘when the store retained the services of Mrs. Mary C. 
‘Lampkin, a well-known Jacksonville woman who has 
«many friends in civic, social, church and professional 
‘organizations, as a full-time ‘contact worker,” on a 
‘salary and commission basis. 

Whenever Cupid visits Jacksonville, Mrs. Lampkin 
knows it first. Through her various sources of informa- 
ition she learns of approaching weddings even before 
.they are announced in the newspapers. She visits the 
thome of the bride-elect and invites her to select her sil- 
verware, china and crystal at the Duval Jewelry Co.; 
at the same time the store sends the bride-to-be an invi- 
jtation, with which is enclosed a small card which en- 
‘titles the young lady to the gift of a bride’s book, either 
“Bridal Chimes,” which provides a complete record of 
‘the wedding, or “How to Plan a Beautiful Wedding.” 

Mrs. Lampkin tries to make specific appointments 
with prospective brides to visit the store as soon as pos- 
sible and make their selections of tablewares. 

“Miss Alice Butler, who is the buyer for this depart- 
ment, then shows the bride-to-be the different styles of 
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silver, china and glass in the Duval store’s collection, 
and when the young lady has expressed her preferences 
Miss Butler arranges one of the tables in the balcony 
with the patterns that have been chosen,’ Mrs. Lampkin 
explained. 

“This table is then marked with a card giving the 
name of the bride-to-be and the date of the wedding. It 
is this bride’s particular table. Friends and relatives are 
invited to view the table and, among them, to build up 
services of six or eight of everything for the couple 
about to be married. 

“Cards are filled out with the names of the patterns 
and a record of what pieces have been purchased, so that 
even years later friends may come in and make suitable 
additions, without unwanted duplications to the table 
service. 

“After all the showers and parties, for which table- 
ware gifts may be purchased by her friends, are over, 
the bride usually comes in and finishes out whatever 
silver, china or glass she needs to complete a set of six 
or eight place settings. 

“A bride-to-be’s table is usually displayed for two or 
three weeks before the wedding, after which the name 
on the card is changed from the young woman’s maiden 
name to her married name, and her friends are given 
another opportunity to see the display and make supple- 
mentary purchases. 

“We now have seven brides’ tables set with napery, 
silverware, glass and china in the balcony area. This 
number is the largest that can be accommodated there. 
The bride’s table idea is proving so popular that at the 
present time we have bookings through June. 

“The fact that this department is located on the bal- 
cony means that visitors who want to see these tables 
have to traverse the entire length of the store’s main 
selling area, and thus cannot fail to see the displays of 

(Please turn to page 72) 
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THE CRAZE ON EVERY COLLEGE CAMPUS 


Sterling Salt-Spooners 


* Here’s the scoop of the season ... littlke Gorham Salt Spoons... 
the most amusing thing to pin on a tweed lapel, anchor a flower, 
fasten a shirt collar, give dash to a hat, or group in threes on a sweater! 


ean 
eliek 


for 





you! 


C HARMING as presents to those friends 
who “have everything.” Perfect as a gift 
from a bride to her bridesmaids. Delight- 
ful from a swain to his lady, with a 
companion gardenia. 


From left: GREENBRIER, CHANTILLY, FAIRFAX, 
—three leading Gorham patterns. Actual size, fitted 


with pin and safety catch. In sterling 
silver, with gold-finish bowl. . . . $1.50 each 
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THEY'RE THE TALK OF THE COUNTRYSIDE! 
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jo by Gorham have had a successful try-out in the 
country’s leading colleges. Jewelers in college towns introduced 


these little bar pins in three leading Gorham patterns. 


They clicked overnight. The girls loved them. 


ie: 
ie: 
is: 
ie: 
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ee 
ie: 
ie: 
ie: 
Ba 
is: 
ie: 
i@: 


So will all your young customers. 


ters 


<8 


Says Printers’ Ink: “‘Gorham advertising is at the industry’s farthest 
extreme in youth appeal”. And here’s a case in point! 

We supply the newspaper mat illustrated, free envelope 
stuffers and a counter card to display 6 pins in your 
window. Salt-Spooners cost you 75¢ each in lots of six. 


THE GORHAM COMPANY 
PROVIDENCE, RHODE ISLAND 


SHOP Sh iehieriehise Hise Seah SHet-6e8t 


AMERICA’S LEADING SILVERSMITHS SINCE 1831 
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"SOCIAL CONTACTOR" LIFTS SALES 
(From page 70) 
jewelry, watches and other merchandise as they make 
their way to the stairs leading to the balcony.” 


Mrs. Lampkin specializes in service to brides but also 
contacts anybody on the outside in order to encourage 





new accounts. Punch bowls and cups are loaned to or- 
ganizations for parties and receptions and any assis- 


aG 
Wee tance for any of these affairs which this contact worker 
4, can give is gladly offered as a free service by this 


jewelry establishment. New people moving into the city 
are also welcomed and invited to visit the store and are 
given small souvenirs such as silver jelly servers or in- 
dividual serving forks. All of these friendly gestures pay 






splendid dividends. 

A. O, Jenkins, president of this well-known jewelry 
store, has been in business for 27 years here. Branch 
stores are located at Tampa, St. Petersburg, Daytona 
Beach, Gainesville, De Land and Miami, with Jackson- 
ville as headquarters for the entire group. 


Each Alton 
watch comes 
in a_ beauti- 
ful gift box. 


Illustrated are just two numbers from our Complete line. Send 
for our catalog in colors showing the new ALTON watches, and 


other lines of profit making watches and watch cases. SWEET VALENTINE SALES 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 
I.D. Watch Cases 


5 South Chicago 


Wabash Ave. Illinois 














EMPTY SHOES 
IN YOUR 
ADVERTISING 
DEPARTMENT? 
















@ Unit display for diamond rings, frem Feb. | through 14 (Valentine's 
Day). The DeBeer's February advertisement for women's magazines is in 


f you need an ad-man to fill someone's shoes the frame; three diamond-blue ring displays, a red satin ‘‘heart'’ to which 
° ° ° ° ° engagement rings are pinned, and one of the small quotation-cards from 
with ideas and experience, if you are a retail the DeBeer's series. This Valentine display heart is just a big pincushion 
jeweler an up-and-coming manufacturer, or an to which you pin diamond engagement rings, or a selection of diamond 
A 4 . . clips and brooches. It has more "elegance'' for fine jewelry than paper 
advertising agency handling jewelry accounts, ao. -~ — who sews can make this cushion for you; size without 
ie ° rill, eight inches across; two hearts of red satin sewed up like a bag; 

you will want this man. white, hand-pleated, double frill of point d'esprit net; » Aw stuffing. 


Young in ideas, but seasoned by twelve years of 
merchandising and promotional experience, an 
executive now with a nationally known Watch 
Manufacturer seeks a new connection. 


F the 14th of February were renamed ‘Sweethearts’ 

Day” perhaps more jewelers would see it for what 

it actually is: The biggest gift-selling opportunity be- 

tween Christmas and Easter and the only fixed gift-day 
with romance and heart-throbs as your sales aid. 


Thoroughly versed in Jewelry, Radio, Electrical 
appliances, Housewares, Sporting Goods, Etc.; 
Expert on copy, layout, production; A hound for 


detail and a stickier for systematic monagement. Engagements and marriages may happen any time or 
If the man you want must be creative, aggressive, not at all. Wedding anniversary dates are something 
adaptable...here he is! Contact him by writing to that husbands seem never to remember. But Valentine’s 


Day is a certainty and diamonds mean “sentiment.” 


BOX NO. A..2057 That’s your tie-up for pushing all types of diamond 


CARE JEWELERS' CIRCULAR-KEYSTONE 











jewelry. Also, since birds are supposed to choose their 
y, mates on the 14th of February, this is an appropriate 





72 THE JEWELERS’ CIRCULAR-KEYSTONE 
for January, 1940 








onsen en 


























time to launch your spring campaign on diamond en- 
gagement rings and wedding bands. 
Things to Do and Say 

1. Have first Valentine window display in place Feb. 
3; change merchandise and rearrange decorations by 
Feb. 10. Have at least one show-case in front of store 
specially decorated. 

2. Do not use “riot” of red hearts and penny Valen- 
tines! Instead of cheap lace paper, use lace bordered 
handkerchiefs; fresh flowers if possible; a few red satin 
heart-boxes or display cushions (as illustrated); and 
perhaps one beautiful Valentine. 

3. Have an exhibition of old-fashioned Valentines 
loaned by customers; display in your window with dia- 
mond gifts and cards reading: “Valentines of Yesterday 
and Today .. . Diamonds are as lasting as true love.” 

4. Offer free gift-wrapping with each purchase; you 
will need only the usual white tissue paper, red ribbon 
and several 10 cent packages of heart seals. Place one 
of the seals in the corner of your regular gift card to 
make a special Valentine enclosure. 

5. Get the Valentine sentiment into your advertising 
and display cards. Here are some suggestions: 

Diamonds mean “sentiment” ... they’re the Valentine jewel. 

Put Val-ue into your Val-entine; invest in a diamond for 


your wife. 

A diamond is as lasting as your love; tell her so with this 
gift. 

See her eyes dance when you take her a diamond .. . on 


February 14. 
“Woo her with gifts.”’—Shakespeare. 
How to propose painlessly: take her a diamond on Valen- 
tine’s Day. 
Is she still your Valentine? Give her a diamond, that’s last- 
ing too! 
Sweet Valentine! 
I'll put a diamond on your hand 
And later on a wedding band 
If you will promise faithfully 
To have no other love but me! 


On Valentine’s, the birds do choose 
[nd then they know just who is who’s! 
And 80, young man .. . don’t hesitate 
Present your diamond on this date: 


February 14—St. Valentine’s Day 


ENGLAND ADMITS SOME CLOCKS, WATCHES 

The temporary prohibition restricting all imports of 
clocks and watches has been lifted so as to permit the 
importation into the United Kingdom of certain watches, 
watch movements, alarm clocks, and 30-hour clock move- 
ments, according to a cablegram received last month in 
Washington from the American Embassy, London. 

A censorship of jewelry has been established at the 
Assay Office, Birmingham, England, to scrutinize all 
jewels which are to be exported. This is to prevent 
them reaching enemy hands and ensure that no unauthor- 
ised goods or messages are sent out of the country under 
cover of business packages. 





LEIPZIG FAIR UNINTERRUPTED 


War or no war, the Leipzig trade fair is scheduled 
for March 3 to 10. The spring fair will be the 1983d 
session of the historic exchange which has been held 
without interruption for more than 700 years. It is 
reported that more than a score of countries will send 
their newest art and industrial products. 
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NEW .ccce 


A CANDLESTICK 
THAT FITS EVERY CANDLE 





EREKLITE 


PATENTED 


CANDLESTICKS 
*% Holds candles of 
many thicknesses 


* Centers and Grips 
the candle securely—safely 





Top view of candlestick 
showing patented od- 
justable gripper. 


* Prevents the candle from tilting — top- 
pling over—falling out—eliminates wax 


dripping. 
A WIDE SELECTION OF DESIGNS 
TO EVERY TASTE 


Made in STERLING SILVER 
Send for Illustrated Catalog & Price List 


The Mueck-Cary Co. 


INCORPORATED 
150 BAY ST., JERSEY CITY, N. J. 

















HONESTY is not a virtue 


... itis good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 

COOPER’S POLICY of fairness and ac- 
curacy continues unchanged . . . always 
making new friends. 





saciagy B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 





Our Reputation Is Our Succeas 








A TIMELY VALUE 


STOCK 
THIS BARGAIN 
NOW 


We Make Sterling Silver 
Values, not price items. 
Write Us Today. 








No. 1, 6” Bread and Butter Plate 
Weight 2 ozs. each—$15.00 per dozen, cost 
A. G. SCHULTZ COMPANY 
423 E. Lombard Street Baltimore, Maryland 














| DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 


by R. J. Rocers, F.G.A. 
Price $1.50 Postage Paid 


This new book of all gems gives complete definitions of 
every stone used by jewelers from Achates (ancient name 
and origin of Agate) to Zircon and Zonochlorite with their 
specific gravity, chemical composition, crystallographic 
origin, hardness, refractive index, etc. 

It is a valuable ready reference list for the retail jeweler, 
manufacturer, importer and lapidary. 


Cloth bound, 58 pages, 7 x 5% inches. 
The Jewelers’ Circular-Keystone 


Chestnut & 56th Sts. 239 West 39th Street 
Philadelphia, Pa. New York City 
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Inu Memoriam 





The Chilton Co., owners and publishers of Tur Jew- 
ELERS CiRCULAR-KEYSTONE, was saddened last month, 
by the deaths, within a week, of Fritz J. Frank, its 
executive vice-president, and Frederic C. Stevens, first 
vice-president, and managing director of its printing 
division. 

Mr. Stevens, who was aged 61, died on Dec. 1, of 
complications following an operation performed at Uni- 
versity Hospital, Columbus, O., on Nov. 30. After his 
graduation from the University of Michigan he was 





‘teoleds Cc. Geese Fritz J. Frank 


briefly connected with the American Bridge Co. and then 
entered the printing and publishing field in New York 
City, ultimately becoming officer and director in a num- 
ber of printing houses which were later consolidated 
with the Chilton Co. He was one of the founders of the 
Printers League, and the second president of the New 
York Employing Printers Association. He was a trustee 
and acted as treasurer for some years of the West End 
Presbyterian Church of New York City. He is survived 
by his widow, a son, Frederic C. Stevens, Jr., of New 
York, and a daughter, Mrs. Richard F. Sater, Columbus, 
Ohio. 

Mr. Frank, who headed the Iron Age unit of the Chil- 
ton Co., died on Dec. 8 at the Northern Westchester 
Hospital, Mt. Kisco, N. Y., after a short illness at the 
age of 68. He was an outstanding figure in the business 
publishing world and headed the Associated Business 
Papers in 1923-24. Following his graduation from Rol- 
lins College, Winter Park, Fla., he at once entered the 
publishing business. In 1909 he joined the staff of Iron 
Age. When the latter publication was made a unit of 
the Chilton Co., he became executive vice-president of 
that company. He was also a director of several other 
enterprises, and a trustee of Rollins College from which, 
in 1935, he received a decoration of honor for “‘a distin- 
guished career in business and outstanding service to his 
alma mater.’”’ A special memorial service will be held in 
the chapel of Rollins College on Feb. 24. Mr. and Mrs. 
Frank resided at Madison, N. J., for the past seven 
years. 





George O. Dary, well-known Southern salesman, be- 
ginning Jan. 1, will represent Mueck-Cary Co., Inc., 
silversmiths, in the Southern territory, with his office 
in 809 Forsyth Building, Atlanta, Ga. 
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MID-YEAR GRADUATES NEED GIFTS 


HAT about the thousands of mid-year high school 

graduates who get their diplomas and go out from 
Alma Mater, as quietly as so many January snowflakes? 
Why do most jewelers and other merchants concentrate 
all their graduation-time energy upon the June crop of 
graduates? 
“Some jewelers, however, really do go after gift 
sales for mid-year Commencements. 

Graduates from Washington, D. C., high schools were 
pleased to see photographs of the schools reproduced in 
the advertisements of Chas. Schwartz & Son. Each ad 
in the series was headed “Chas. Schwartz & Son con- 


ANACOSTIA . McKINLEY - WOODROW WILSON ROOSEVELT . *STERN 
Chas. Schwartz & Son Salutes the Graduates of 
ost g TRA 





Pictures of Washington 
high schools won atten- 
tion for Chas. Schwartz 
& Son's advertisements 
of gifts for mid - year 
graduates. 














ty 
Per oe ee 


Open a Convenient Budget Account 


LOOK FoR wa Gone cee 


Chas.s Schw ariz & Son 





gratulates the graduates of” . . ., and below appeared 
an oval-shaped cut, picturing two high school buildings, 
identified by name. 

The Schwartz ads then showed on the left a photo- 
graph of a boy graduate and the heading “For Him” 
and on the right a photograph of a girl graduate and the 
line “For Her.” The “For Him” list pictured and 
described an initial ring, a 15-jewel watch and a 5-tube 
radio. The “For Her” column included a diamond ring, 
a wrist watch and a birthstone ring. 

“We started our January graduation campaign about 
two weeks before graduation with a letter and free book- 
let called ‘Success Proverbs’ to the list of graduates,” 
said Eugene Cooper, advertising manager for Arthur A. 
Everts Co., Dallas. ‘“T'wo days later we sent a watch 
company’s mailing piece as a reminder. 

“Then we ran five newspaper ads on watches and 
other gifts, to tie in with our windows and direct by 
mail campaign. We believe there is a distinct neglect 
on the part of all stores in promoting January gradua- 
tion gifts.” 

Linz Bros., also of Dallas, had a store-wide clearance 
sale earlier last January, and carried the idea over into 


a reduction on watches and diamonds for graduation. 


“Wise they are, and definite too, in their preferences, 
young graduates appreciate the value of a gift of a 
diamond ring or watch on that all-important occasion— 
graduation,” Linz advertised. “Timely, too, are Linz 


reductions of fine standard watches and diamond rings.” 
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GENERAL ( 
AND PLANT 
W KINZIE ST 







1900 


A SAY 
Boa 


(a 


OLD 
GOLD 


All forms of waste 
materials containing 
precious metals give 
up their true values in 


DEE REFINING 


vW 


Every grain of value is re- 
claimed in the exacting, 
efficient process of DEE RE- 
FINING. 


WwW 
That is why jewelers ship to 
DEE & CO. from all parts of 


the country. They know that 
it pays to ship direct to 


E &,¢O. 


Precious 


iad OWNTOWN COLO GO 


CHICAGO AND SALES, OFFICE 





PAY 








A. Stanley Brussel, 225 Fifth Ave., New 
York, says this world map tray, 21!/2 by 14 
inches, is the current favorite in Arthur 
Armour's production of hand-forged alu- 
minum. This size sells at $15, retail. 


|. Freeman & Son, Inc., 444 Madison Ave., 
New York, are justly proud of their London 
factory's tea and coffee service reproduc- 
ing in heavy guage silver the famous |8th 
century "inverted pear" design — $800. 


With interest centered on American mer- 
chandise, Janis-Tarter, Greeman, Inc., 225 
Fifth Ave., New York, offer hand-cut crys- 
tal highball glasses depicting Americana. 
Cartons of 8 assorted designs, $2.25 net. 


Worried About 


Giftwares’ Future? 


OUBT and uncertainty four months ago pervaded 
the giftwares industry. Germany, Austria, Czecho- 
slovakia and Poland, the first three of them dominant 
producers of gift merchandise, had disappeared one 
after the other as sources. Could other nations supply 
the same or substitute commodities? Could blockades 
and counter-blockades plug all overseas shipments? 
Could American factories produce wares as good in de- 
sign, workmanship and price as foreign-made? 

How satisfactorily each of these questions has been 
answered will impress the 4000 giftwares retailers who 
will attend the 31st Semi-Annual Gift Show of the East- 
ern Manufacturers and Importers Exhibit, Inc., at the 
Palmer House, Chicago, Jan. 29 to Feb. 10. All of the 
hotel’s 250 exhibit rooms on the sixth, seventh and 
eighth floors will be occupied. This Chicago show has 
been filled to capacity for several years and there is now 
a waiting list of 40 firms seeking to be accommodated. 

The social side will include a dinner dance Thursday 
night, Feb. 1, instead of another of the supper dances 
which were held in former years. With festivities clos- 
ing earlier in the evening, neither buyers nor exhibitors 
will be fatigued next day. 

The excitement of a “Gone with the Wind” premiere 
surrounds the Chicago Gift Show each January, but the 
1940 exhibit has a double quota, rising from the high 
success with which domestic producers and the import 
trade have met the European hostilities’ challenge. 

Special interest will be found in the new American- 
made ceramics, crystal and metal artwares, many of 
them entirely new inspirations, others amazing repro- 
ductions of Czecho examples. Incidentally, an influx of 
buyers from Venezuela, Colombia, Panama and Brazil 


These pure lead 
crystal pieces, by 
Kosta, of Sweden, 
are modern with 
old-world grace. 
Offered by J. H. 
Venon, Inc., 212 
Fifth Ave., New 
York, to retail, 
left to right, at 
$10, $24 and $24. 
Other Kosta 
pieces sell for 
$1.50 to $100. 





Camark of Cam- 
den, Ark. has 
produced hand 
painted and un- 
der glazed ware, 
in the tradition 
of the old world's 
finest ceramics. 
Shown by Janis- 
Tarter, Greeman, 





Left, hand -deco- 
rated Limoges 
china jug vase, 
14 inches high, 
$80 a pair, retail. 
Right, Sevres- 
type urn, 10! 
inches high, $50 
a pair, retail. 
Newly arrived 
from France at 
Ebeling & Reuss, 
Inc., 225 Fifth 
Ave., New York. 











during the last few weeks into the offices of eastern dis- Inc. 
tributors of American-made giftwares indicates that 
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THE 
SEASON'S 
ROUND-UP 
OF GIFT 
MERCHANDISE, 


Be sure of “corralling” your share 
of the coming season’s sales and 
profits by attending this great gift 


round-up at the Palmer House. Here 





you will see the most representative 
display of the latest ideas in gifts 
and decorative home furnishings 
—all arranged for your easy com- 


parison and selection. 


CHICAGO GIFT SHOW 








PALMER HOUSE 
JANUARY 29 to FEBRUARY 9 


EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT, INC. 






A. STANLEY BRUSSEL, President + 5. CRAIG PRESTON, Vice-President 
GEORGE F. LITTLE, Managing Director + 220 Fifth Avenue, New York 
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America may replace Europe in the South American 
gift field if the war continues. 

American-made lines will be as fresh as they are di- 
versified. This is because most manufacturers rushed 
holiday lines’ production right up to Christmas, having 
been overwhelmed with orders. One manufacturer who 
purchased raw supplies in expectation of 33 per cent 
larger sales volume than the last quarter of 1938 re- 
ceived orders up 55 per cent. Many firms who ordinarily 
deliver within four days to a fortnight needed five to 
six weeks to ship, and thus lost re-orders. 

Not until after Christmas, therefore, could American 
producers concentrate on 1940 production, and sales- 
people at the showrooms do not expect to see many of 
their new lines until the samples are unwrapped in 
Chicago. 

The opening of 1940 finds importers of Austrian and 
Czecho wares with fairly complete stocks still on hand, 
but if the war continues the summer gift shows promise 
to be without a great deal of merchandise from these 
parts of Europe. 

European shipments of gift merchandise are arriv- 
ing, though irregularly, from most nations, both inside 
and outside the combat areas. The curtailment of normal 
European markets for luxuries and semi-luxuries and the 
urgent need of foreign nations to maintain credits are 
reasons why these countries are striving to keep up their 
exports. 

As this issue went to press, Finnish factories of art 
glass, chinaware and pottery continued to ship via Gulf 
of Bothnia ports—glass from Karhula and Riihimaki; 
china from Arabia, and pottery from Kera, Turku and 
Kupittan Savi. 

The other Scandinavian nations will be represented 
with an interesting array of samples and the arts and 
crafts of England, France, Italy and Hungary, Persia, 
India and China will contribute to the international 
character of this and the other 1940 gift expositions. 

Jewelers’ banner holiday giftwares sales led A. Stan- 
ley Brussel, perennial president of the Exhibit, and 
George F. Little, its managing director, to predict en- 
thusiastic jeweler attendance at the 1940 Spring Show. 
Last year jewelers came from 24 states and Canada, the 
majority “doing the show” in two or three days. 
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These modish Borghese lamps, from Charles Hall, 
Inc., 3 E. 40th St., New York, retail at $15 each. 
Those at either end have gold or silver metallic 
finish; the center one is ivory with silver base. 





Carl Sandburg's biog- 
raphy and the Emanci- 
pator's approaching 
birthday lend interest to 
these bronze finish, wal- 
nut base book-ends from 
Breslauer-Underberg, 
225 Fifth Ave., N. Y. $4. 


Hundred-year-old French 
and English candelabra 
have been imported by 
Mottahedeh & Sons, 225 
Fifth Ave., New York. 
The O'Hara mansion in 
"Gone With the Wind" 
has such lighting fixtures. 





Authentically fitted with 
Spanish-type accessories, this 
Western horse figure by 
Dodge, Inc., of New York, 
Chicago and Los Angeles, is 
six inches high. $10 in bronze. 





High polish and beaded 
trim feature the alu- 
minum vases made by 
Modern Spun Metal Co. 
and distributed by Mol- 
lie Boynton, Inc., 225 
Fifth Ave., New York. 
This is 8!/. inches high. 
$5.70. Catalog on re- 
quest. 





This rose centerpiece 
with crystal base is 
priced at $7.20 a dozen. 
From the line of artistic 
table decorations of- 
fered by Hayman & 
Lindenberg, Inc., 34 W. 
33rd St., New York. 
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You Can’t Afford to Miss This 
RECORD-BREAKING GIFT SHOW 
at THE MERCHANDISE MART 


January 29" to February 10° 














BULLETIN BOARD 


DINNER DANCE 


Wednesday evening, January 
31st, at The Merchants and Manu- 
facturers Club, to which you are 
cordially invited by the 1 5th Floor 
Merchandisers Club. Elaborate 
Floor Show. 


COFFEE ROOM 


Refreshments every day during 
Market in the Coffee Lounge of 
the 15th Floor Merchandisers 
Club. Free checkroom, relaxa- 
tion, good fellowship, interchange 
of ideas. 














@® Here—under a single roof—is gathered 
the largest showing of giftwares, china, 
glass and pottery exhibits you'll find in any 
building anywhere in the world. The very 
latest creations, both imported and domes- 
tic, are here, concentrated for your-conven- 
ience in one friendly building in attractive, 
permanent display rooms to make your 


buying pleasant, easy and efficient. 


Pick the winners for your Spring and 
Summer business at Gift Headquarters. 


You ll save time, effort, and money. 


bhe MERCHANDISE MART 


The World's Biggest Buying Center ¢ Wells Street at the River 
CHICAGO 
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MERCHANDISE MART SHOW SCHEDULED 


NCOURAGED by the unprecedented amount of 

business written during the Christmas season— 
both in the luxury and necessity class—exhibitors in 
the field are viewing the Jan. 29-Feb. 10 China, Pottery, 
Glass and Gift Market in The Merchandise Mart, Chi- 
cago, with the most optimistic eyes in years. Their 
anticipation of better business than at the market a 
year ago is strengthened by the reported low inventories 
in retail stores, the result of the buying surge of the 
past few weeks, and because of the steady increase of 
exporting to South American countries during the past 
few months. 

The golden opportunity of the American manufac- 
turer to capture the potential consumption of the United 
States with American-made products, since imports from 
abroad have been curtailed, has been embarrassingly 
successful. Many have found the response so great that 
they were hard put to make delivery on merchandise 
ordered as early as November for Christmas business. 

The shift has had the effect of moving the great volume 

po e H LU E FLAI N f of buying to an earlier date, most stores having bought 
—and bought heavily—during September and October 

against the contingency of such a condition as now ex- 
ists. Manufacturers, wisely, are refusing orders so that 
they can get their delivery tangles solved in time to be- 
gin writing business for immediate delivery on the new 


Sell “Starter Sets” of Spode and 


make permanent customers. 


Sole Agents and Wholesale Distributors merchandise which they are bringing out in the Febru- 
ary market, when they anticipate an enormous volume 
COPELAND & THOMPSON, INC.,206 Fifth Ave.,New York of orders for the restocking of depleted inventories. 


| The new types of merchandise, particularly in the 
glass and pottery field, that have been American manu- 
factured as the result of the curtailment of imports, have 
met with such approval on the American market, that 
further developments are promised for the February 





show. 

Formal and elaborate glassware; floral patterns, gold 
bands and ruby and gold garlands in the china field; 
18th century historic designs of American origin in the 
earthenware field, and the dominance of crystal in the 
glass scene, are slated for the coming market. 

Arranged for buyers attending the market, is the din- 
ner dance in the Merchants and Manufacturers Club, 
which members of the Fifteenth Iloor Merchandisers’ 
Association have planned for Wednesday, Jan. 31. A 
coffee room, in Space 15-119, has also been planned for 
the convenience of buyers during the afternoon hours. 
Norval G. Slater heads the social committee in charge 
of the affair. 


ELGIN TO PROMOTE NEW 15-JEWEL WATCH 


In February, the Elgin National Watch Co., will 
launch an advertising campaign to offer the public a new 
line of 15-jewel watches at an unusually low price. The 
line has been named “America First.” According to 
President T. Albert Potter, the watches are completely 
new models and each watch for the first time at $24.75 
is equipped with the patented Elginium hairspring and 
Bery]-X balance—with patented grooved staff. The new 
Elgin hairspring and balance are, according to Elgin 
officials, absolutely rustproof, non-magnetic and un- 


STADLER PHOTOGRAPHING affected by climatic and temperature changes. 








A complete photographic ser- 
vice, supervised by experts with 





years of training, insuring best 
results. 


COMPANY, INC. February advertisements tell about the fine workman- 
67 Irving Place New York City ship in the new 15-jewel watches, their smart styling, 
80 THE JEWELERS’ CIRCULAR-KEYSTONE 


for January, 1940 














EE 


and emphasize the fact, while they would be excellent 
values at $29.75 they are to sell for $24.75. Mr. Potter, 
together with Howard D. Schaeffer, vice-president in 
charge of Elgin sales, first announced the advertising 
campaign to wholesale jewelers through a national tele- 
phone hook-up just before Christmas. Pointing out the 
success of Elgin’s 75th Anniversary promotion last year 
and the better all-round business conditions, the Elgin 
officials voiced confidence that the new promotion would 
yield an even better volume. 

Papers and magazines with a combined circulation of 
more than 14,000,000 will be included in the February 
campaign, which will include full page, two-color ads in 
the magazines. The first of these comes out in T'he 
Saturday Evening Post of Feb. 10; the second in Col- 
lier’s for Feb. 24. Big space ads in 25 leading news- 
papers, covering America’s largest metropolitan areas 
will also carry the message, and special tie-in materials 
for retailers are available. 





THEY'RE NEW 
Hadley's 
new "“Style- 
Matched" 


center clasps 
are designed 
to harmonize 
with the vari- 
ous link styles. 
Improved con- 
struction re- 
sults in “gad- 
getless" sim- 
plicity of 
operation. 





Model L-40 Kadette 
Autime clock radio 5- 
tube superheterodyne 
with automatic electric 
clock that turns radio on 
or off at any predeter- 
mined time. Made by 
Kadette Radio Corp., 
Ann Arbor, Mich. $29.95 
list. 











The Croton Aqua-Matic is automatically self-winding, waterproof, 

shockproof, dustproof, and has a !7-jewel non-magnetic movement. 

$37.50. Croton's 1940 ads will run in Collier's, Photoplay, Saturday 
Evening Post. 





NIEMEYER, GRAHAM TO G. I. A. BOARD 


The Gemological Institute of America announces the 
following additions to its educational advisory board: 

G. H. Niemeyer, president of Handy & Harman Co., 
New York, and chairman of the Jewelers’ Vigilance 
Committee, as advisory member on precious metals and 
their standards. 

Prof. R. P. Graham, of the department of geology, 
McGill University, Montreal, Canada. 
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TRAFFIC BUILDERS 


invade the jewelry field! 





CHROME COOKWARE 


Wide-awake jewelers all over the country 
are featuring these sparkling, jewel-like 
kitchen utensils . . . and watching budget- 


minded home-makers flock to buy! 


Speedy-Clean chrome utensils require no 
scouring! An extra thick plating of long- 
lasting chrome over the substantial steel 
base makes them as easy to clean as glass 
or china. Sturdy, cool, ebonized wood han- 
dles cannot twist or turn. They’re handsome 
enough to make a beautiful display . . . 


and popularly priced to sell FAST! 


We'd suggest as a starter, Speedy-Clean 
Set No. 1023, illustrated above. . 


bination that’s bringing new profits to 


- a com- 


jewelers right now . . . throughout the land! 


You may sell them separately, 
but they'll sell in sets just as 
easily ... and make you greater 
profits! Write today for Catalog. 


The EVEREDY 


3 EAST STREET, FREDERICK, MARYLAND 


NEW YORK SHOWROOM: 225 FIFTH AVE. © CHICAGO: THE ZANGS CO., MERCHANDISE “437 

















Tear-drop streamlining Anticipating 1940 design trends, these ‘“‘aero-dy- 
namic’? watch case designs are radical departures from 
the angular, sharp-edged lines that were familiar to the 
watch trade andthe public up to and including last year. 
In their diminutive scale, these watch cases have the 
same modernism of form and the pleasing, sweeping 
curves of the newest trains, automobiles and airplanes. 
whose planners eliminated angles in order to reduce air 
resistance and in so doing struck a dominant new note in 
harmonious design. 


ef design extends 


te the new watch cases 


Watch cases like these should not fail to appeal to the 
taste of men and women who admire the tear-drop 
streamlining of larger metallic machines. The elimina- 
tion of sharp edges and angles in these watch cases, and 
the reduced wear and strain on the dies and tools used 
in their production, are practical considerations in favor 
of this trend in watch case design. These suggestions 
are from the latest Jewelry of Tomorrow edition of by I. H. LAPIDUS 
L’Officiel de la Bijouterie et Accessoires, the Parisian 
jewelry fashion design publication, whose services are 


continuing in ste -° '** European War. 
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Survey of N ation’s Jewelers’ 1939 Christmas ‘Trade 
Shows Greatest Holiday Sales in Many Years 


Retail Trade Almost Unanimous in Reporting 
Substantial Increases; Some New Highs Achieved 


Retail jewelers heard the pleasantest Christmas music they have listened 
to for many a year in the frequency with which the merry jingle of the cash 
register rang out during the 1939 Christmas selling season. 

The annual survey of Christmas business in the jewelry trade, which Tue 
JewELers’ CircuLar-Krystone conducts each year, shows that jewelers 
almost unanimously found their sales running well ahead of their figures for 
the corresponding period of a vear ago which, in turn, had shown an increase 


over 1937. 


Ninety-five per cent of the reporting stores did anywhere from 5 to 40 
per cent more business than in December, 1938, with a few exceptional in- 
stances showing even greater increases. Even the 5 per cent who reported 
no increase said that they had equalled the last year’s figures, with the 


exception of one single establishment ¢ 


which reported a small decrease in sales 
due to a peculiar local condition—the 
closing of a nearby army post and the 
consequent removal of the soldiers who 
had hitherto accounted for a considerable 
amount of Christmas purchasing. 

The average gain for all stores, includ- 
ing those who showed no increase, was 
nearly 18 per cent. Because the survey 
included representative concerns from 
coast to coast, both cash and credit, in 
small communities and large, this result 
may be safely considered representative 
of the entire trade. 

Several good-sized firms reported in- 
creases ranging from 40 per cent to 50 
per cent, and one large store said that 
its sales were double those of December, 
1938, 

Watches were the class of goods most 
frequently mentioned as leading the sales 
parade, with diamonds a good second. 
Several stores which did not specify any 
particular kinds of merchandise re- 
marked that the better and higher priced 
goods were in more demand all along 
the line, and several others stated that 
they found the increases pretty evenly 
spread throughout all departments. 

One Philadelphia retail house, between 
Dec. 1 and 20 sold 20 pearl necklaces 
valued at $15,000 to $20,000. This com- 
pared with four $15,000 necklaces the 
same firm sold in December, 1938. The 
same store sold eight diamond necklaces 
at $5 000 to $25,000 each. 

Only two stores found that the bulk 
of their increase came from the cheaper 
lines, 

An interesting point brought out in 
the survey was found in the replies to the 
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question asked of merchants in the states 
where Thanksgiving Day was celebrated 
on Nov. 23. In all of these states, jewel- 
ers were asked what effect the earlier 
Thanksgiving had upon their holiday 
business. Exactly 50 per cent replied 
that it had no effect whatever, while the 
other 50 per cent reported that it was 
helpful. 

Of those who stated that it was bene- 
ficial, approximately two-thirds said that 
the benefit was that Christmas shopping 
started earlier and, therefore, it made 
it easier for them to handle the holiday 
volume as a result of having an addi- 
tional week in which to transact this 
business. The remaining one-third said 
only that the effect was favorable with- 
out giving the reasons. 

That a modern attractive store is a 
valuable aid in the selling of jewelry was 
clearly brought out in the survey. 

Approximately 150 firms who have 
modernized their establishments within 
recent months were asked what effect 
their new stores had in attracting Christ- 
mas business. Without a single exception 
the replies were enthusiastically favor- 
able. One store stated that their net 
profits for November and December were 
nearly three times those of the last year 
because of the increased volume result- 
ing from their modernization; another 
remarked that as the result of having 
recently moved into a new and larger 
store, Christmas business was nearly 10 
times as great as a year ago. 

A few other detailed comments may 
be interesting as examples of supple- 
mentary remarks that were typical. One 
store reported, “It was the best Christ- 
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mas we have had in our entire 52 years.” 
Another, “Business exceeded our fond- 
est hopes.” Dozens of others were of the 
same general character. 

Unquestionably, the jewelry trade is 
on the threshhold of an era of greater 
prosperity than we have seen in many 
a year and those alert, enterprising 
jewelers who pursue an intelligent, vigor- 
ous merchandising program can look for- 
ward confidently to a profitable 1940. 


Watch Imports Allowed 
To Pass Through Customs 
Without Sampling Delay 


Wasuincron—The Treasury Depart- 
ment, Bureau of Customs, on Dec. 6 
announced that it would no longer re- 
quire sampling of imported watch move- 
ments, with the explanation that suffi- 
cient samples have been retained on 
which to base its determination of what 
is the proper interpretation of the terms 
“adjusted” and “unadjusted” as used in 
the Tariff Act of 1930. 

Swiss watch imports were arbitrarily 
held up in the Port of New York late 
in October by Harry Durning, collector 
of customs for the port, on the conten- 
tion that watches stamped “unadjusted” 
were actually adjusted. The watches 
were later allowed to move through cus- 
toms only after samples of each type of 
movement in a shipment were taken for 
examination. 

It is understood that the Bureau of 
Standards was requested to recommend 
a definition of an “adjustment” and did 
so some weeks ago, but it has not been 
released by the Treasury Department. 

Norman M. Morris, New York im- 
porter who heads the American Watch 
Assemblers Association, told Tue Jewet- 
ers’ Circutar-Keystone that there was 
never any attempt on the part of the 
importers to defraud the revenue, as 
had been hinted by the Treasury Depart- 
ment. 


Weill Heads Golf Club 


Milton Weill, president of the Arrow 
Mfg. Co., Hoboken, N. J... manufac- 
turers of jewelry boxes and displays, 
among many other items, has been 
elected president of the Old Oaks Coun- 
try Club of Purchase, N. Y. 

Mr. Weill, a popular figure in the 
jewelry trade for many years, has been 
a member of Old Oaks for a long while 
and has held practically every position 
of importance in the club. 








Exhibitors Vote 
To Merge A.N.R.J.A. 


And N.A.C.J. Shows 


The proposal to merge the annual 
shows of the American National 
Retail Jewelers Association and the 
American National Association of 
Credit Jewelers has met with the 
overwhelming approval of exhibitors. 


It was to be expected that those con- 
cerns who have exhibited at both associa- 
tions would favor the proposal since it 
would mean the elimination of duplicate 
effort and expense to them. But the vote 
among — who have been exhibiting 
at one show only is almost as ar in 
favor of the merger. Evidently these 

eople feel that to have the members of 
both associations visiting the show will 
make it of so much more value that they 
are quite ready to meet the small addi- 
tional cost ‘which the merger will involve. 

The proposal, it will be recalled, is that 
while both associations shall retain their 
own identity with their own individual 
officers, committees and activities, they 
will arrange to hold their respective con- 
ventions at the same time and in the same 
city each year at which time they will 
jointly sponsor an exhibition by manu- 
facturers and wholesalers which the mem- 
bers of both associations will attend. Pre- 
sumably the shows will alternate between 
Chicago and New York, since one asso- 
ciation hitherto has been continuously 
exhibiting in New York for the past sev- 
eral years, while the other has with 
equal uniformity been holding its con- 
vention in Chica 

It is also proposed that the rate for 
exhibition space be increased somewhat 
—perhaps 50 per cent—because of the 
fact that both associations depend for the 
bulk of their revenue on the income from 
these exhibitions, and therefore, since 
the net proceeds would be divided be- 
tween them, if the new arrangement is 
made, it will be necessary to provide 
some increase in the gross income in or- 
der that after meeting the expense of 
conducting the exhibition each association 
shall continue to enjoy the same net reve- 
nue as heretofore. Obviously, without 
some such arrangement the cooperation 
of the sponsoring associations could not 
be obtained. 

Exhibitors were asked to vote on two 
questions—first, whether they favored 
consolidating the two shows into one, and 
second, whether, in the event such a con- 
solidation were made they would be will- 
ing to pay an increased rental for space 
up to 50 per cent over the present sched- 
ule. 

Eliminating duplications between the 
two associations, a total of 200 different 
concerns exhibited at one or the other 
or both of these shows in 1939. Of these, 
139 or almost exactly 70 per cent replied 
to the questionnaire. And of these, 115, 
or 82.7 per cent of the replying exhibi- 
tors expressed themselves as favoring the 
consolidation of the shows, while only 24 
out of the 139, or 17.3 per cent, favored 
continuing the present arrangement. 

Of the 115 firms favoring a consolida- 
tion, 96, or 83.5 per cent, expressed a 
willingness to pay the increase in rental 
which the consolidation would necessitate. 

The above figures consolidated the re- 
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HE accompanying map shows in per cent how independent jewelry store sales during Novembe: 

1939 compared with business in November 1938. On the basis of reports from 789 stores in 33 states, 

the amount of business done in November !939 was 19.3 per cent greater than that of November 1938, 
and I2 per cent greater than that of November 1937. There was an increase of 15.7 per cent in 
jewelry store sales between October and November 1/939. 

THE JEWELERS’ CIRCULAR-KEYSTONE'S Index of Retail Jewelry Store Sales now stands at 148.3, 
compared with 122.3 for November 1938 and 132.4 for November 1937. November was the ninth consecu- 
tive month with larger jewelry sales volume than the same month of 1938 and the third consecutive 


month to better 1937 levels. 


Reporting jewelers’ data in the shaded states figure in national totals but are not revealed by states 
in order to avoid disclosing individual operations. When a few more jewelers supply sales information 
in each of these states, the Current Statistical Service of the Bureau of the Census will be able to 


publish these state totals. 


Oregon, Washington and Georgia enjoyed the most favorable comparison with last year, Oregon 
Jewelers’ sales averaging 42.4 per cent larger than in November 1938. Pennsylvania and Ohio had 
sales Increases of better than 25 per cent over the previous year. 

November jewelry store sales are shown for the following cities, in comparison with the same month 
of 1938: Chicago, plus 12.7; Los Angeles, plus 29.9; Portland, Ore., plus 46.5; St. Louls, plus 20.6; San 


Francisco, plus 13.8, and Seattle, plus 23.4. 


The data upon which this review is based have been compiled by the Current Statistical Service 


of the Bureau of Census, Washington, D. C. 
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ports from both associations with all 
duplications eliminated. The percentage 
of favorable replies was almost identical 
from both. 

With such an overwhelming prepon- 
derance of exhibitors in favor of the new 
arrangement, and with both associations 
assured of a continuance of their present 
income under the new set-up, there seems 
te be no reason why the consolidation 
should not be put into effect with the 
1940 conventions and it is expected that 
the officers of the two associations will 
get together promptly to arrange the 
necessary details of the new set-up. 





Balfour Heads Fraternal Group 


Atrirsoro, Mass.—L. G. Balfour, 
jewelry manufacturer, was elected chair- 
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man of the National Interfraternity 
Conference, comprising 60 national col- 
lege fraternities, at the 31st annual 
conference, held last month in New York. 
About 400 delegates including a number 
of college presidents attended. Mr. Bal- 
four is one of the five graduate members 
named to represent Sigma Chi, of which 
he is past grand consul. He belonged to 
the Indiana University Chapter. 





Translates German Gem Book 


Crevetann—Clayton Allbery, secretary 
of the Northern Ohio Guild, American 
Gem Society, read some of his transla- 
tions from the German, “Die Kleinebuch 
der Edelsteine,” at a recent Guild meet- 
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Court Halts Catalog House 
From Price-Cutting Ronson Goods, 
Under New York Fair Trade Act 


Another telling blow against whole- 
sale-retailing catalog houses was regis- 
tered on Dec. 18 when the New York 
Supreme Court issued an injunction on 
behalf of Art Metal Works, Inc., manu- 
facturers of Ronson lighters, whereby 
Masters Mart, Inc., 48 W. 48th St., New 
York, a catalog house, was permanently 
enjoined from cutting prices of Ronson 
lighters as established by Art Metal 
Works, Inc., under Fair Trade contracts 
in New York. 

The injunction is of special interest to 
the jewelry industry since the catalogs 
issued by the enjoined concern comprised 
the products of a large number of promi- 
nent jewelry manufacturers. 

“Unlike the proceedings brought by 
the Federal Trade Commission against 
L. & C. Mayers Co., upon the complaint 
of ANRJA, the present injunction was 
granted by the New York Supreme 
Court—thus showing that legal remedies 
exist in such matters both by the Com- 
mission and by the courts,” said Felix 
H. Levy, counsel to Art Metal Works. 
Mr. Levy, as counsel to ANRJA, had 
initiated in behalf of the association the 
proceedings brought by the Federal 
Trade Commission against L. & C. May- 
ers Co. 

The Ronson lighters’ injunction was ob- 
tained upon proof furnished to the Su- 
preme Court that Masters Mart, Inc., by 
means of catalogs,'was advertising to the 
general public the product of a great 
many leading brands, including a large 
number of jewelry brands, at stated sales- 
prices which conformed to the prices 
established under Fair Trade contracts. 
The catalogs, however, contained a 
guarded statement indicating that sales 
would be made at less than these estab- 
lished prices. 

Art Metal Works, Inc., having been 
informed by retailers in New York, that 
this concern was selling Ronson lighters 
at a discount of 35 per cent below the 
established prices, caused purchases of 
its lighters to be made on three different 
occasions. the last of which was on Dec. 
7. In each instance these purchases were 
made at a discount of 35 per cent. 

Promptly after the purchase of Dec. 7 
an order was obtained from the New 
York Supreme Court on Dec. 8, requir- 
ing this concern to show cause why it 
should not be permanently enjoined from 
such price-cutting. The proof was so 
complete that this catalog house con- 
sented in writing to the issuance of the 
injunction, and it was accordingly issued 
by the Supreme Court on Dec. 18. 

In this regard Mr. Levy told Tue 
JEWELERS Crrcutar- Keystone, “The 
promptness and the completeness with 
which Fair Trade contracts may be en- 
forced, are fully demonstrated in the 
present instance, as is shown by the short 
period of time within which this injunc- 
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tion was obtained. It also demonstrates 
the unsoundness of objections sometimes 
made by manufacturers against the use 
of Fair Trade contracts, namely, that 
the Fair Trade Acts ‘have not sufficient 
teeth’ and that the policing of violations 
is difficult; and that, even when proof is 
obtained, the legal procedure is long and 
difficult. To each of these objections, 
the present injunction is a full answer.” 
Mr. Levy says “It seems clear that this 
catalog house made careful efforts to 
escape the Commission’s order in the 
Mayers case. This is shown by the fact 
that in its catalog issued in 1938, this 
concern contained in its corporate name, 
the word ‘wholesale’; but soon after the 
Mayers decision, this corporate name was 
changed by omitting the word ‘whole- 
sale.’ In addition its catalogs refrained 
from stating, as had been done in the 
Mayers case, that a stated discount would 
be given from the published prices. In 
the effort to avoid this difficulty, this 
catalog house, after correctly stating the 
established sales-prices of the articles 
comprised in the catalog, used the fol- 
lowing expression: ‘ . we suggest that 
you use it (the catalog) as a handy ref- 
erence when you are contemplating a 
purchase and then consult us for your 


$9 


net cost’. 


Gifford, Schick Sales Chief 


Kenneth C. Gifford on Jan. 1 assumed 
the duties of general sales manager of 
Schick Dry Shaver, Inc., succeeding 
Stanley Nowak whose resignation was 
effective Dec. 15. 

Long experienced in the specialty ap- 
pliance field, Mr. Gifford resigned Dec. 1 
as general sales manager of the Toast- 
master Products division of the McGraw 


Introducing 
Kenneth C. 
Gifford, the 
new general 
sales manager 
of Schick Dry 


Shaver, Inc. 





Electric Co. of Elgin, Ill., with which he 
had been associated since 1927, the last 
seven years in executive capacity. Under 
Mr. Gifford’s direction, Toastmaster sales 
enjoyed substantial increases. 

Before joining McGraw Electric Co., 
Mr. Gifford was sales manager of the 
domestic department of the Waters Gen- 
ter Co., Minneapolis, makers of restau- 
rant and commercial electric equipment. 

Ralph J. Cordiner, Schick president, 
said that Mr. Gifford, in addition to his 
duties as general sales manager with 
headquarters in Stamford, Conn., will 
supervise the Schick sales force of 40 
salesmen and zone managers throughout 
the country. Sales activities and per- 
sonnel will be expanded, Mr. Cordiner 
added. 
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ANNIVERSARY 


25 years of service to jewelers 
25 years of savings to jewelers 
25 years of safety to jewelers 


SPELLS 


25 years of satisfaction to our 
thousands of policyholders 
throughout the United States 
and Alaska. 


If you are not yet one of our 
policyholders, in justice to 
yourself, you should inquire 
about our plan of operation 
and savings. 


ee eee 


A 
EWELER 
A 





M Ue 


INSURANCE COMPAN 


FIRE 


PSEWELERS INSURANCE BUILDING 


Ne ee omen a 














The Editor 


knows of a very old, reputable 
and well equipped Silversmithing 
factory which needs the rejuvena- 
tion of talented youth in its crea- 
tive and sales staff, and reason- 
able capital to carry through the 
reconstruction period. If two 
young and energetic men can 
qualify, the ultimate control of 
the business lies in their hands. 
Address Box "B., 1945," 
Care Jewelers’ Circular-Keystone 
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Again we lead in the production of a smartly 
different and varied line of hand-made Mar- 
casite and Mother-of-Pearl Lockets in Ster- 
ling Silver. One of our most popular num- 
bers is CL900 with Mother-of-Pearl Cameo 
as illustrated above. 


TRADE K ID MARK 


Write for Illustrated Catalog 
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Bulova Watch Co. Sales Convention 
Scheduled Early in January 


The annual convention of Bulova 
Watch Co. sales representatives from 
every part of the United States and 
Canada will be held early in January 
and will last for seven days, John H. 
Ballard, president, has announced. 

The company’s slogan, “Year ’round 
advertising means year ’round sales” will 
form the keynote for the convention, Mr. 
Ballard said. It will involve the dis- 
cussion of merchandising plans for the 
coming year and reviews of old methods 
compared with new, more efficient and 
varied promotional campaigns. 

The consistent and intelligent use by 
jewelers of newspaper space, as well as 


| other media, all through the year to 
| promote year ’round sales will also be 
, thoroughly discussed. 
| jewelers greater help than ever before 


Plans for giving 


will be presented. 
Besides the regular sales meeting 


' there will be talks and discussions on 


advertising, merchandising and promo- 
tional plans by various executives, in- 
cluding Samuel P. Epstein, sales man- 


| ager, and Mr. Ballard. 





Paste These Dates in Your Hatband 


Mid-west Market Week, of the Na- 
tional Wholesale Jewelers Association, 
Hotel Sherman, Chicago, Jan. 2-8. 

24-Karat Club banquet, Waldorf-As- 
toria, New York, Jan. 138. 

Chicago Jewelers Association 64th 
banquet, Drake Hotel, Jan. 16. 

California Gift & Art Show, Biltmore 
Hotel, Los Angeles, Jan. 28-31. 

Chicago Gift Show, Palmer House, 
Jan. 29 to Feb. 10. 

Merchandise Mart Gift Show, Chicago, 
Jan. 29 to Feb. 10. 

Boston Jewelers Club banquet, Copley 
Plaza, Feb. 10. 

Horological Society of New York 
banquet, Hotel St. Moritz, Feb. 11. 

Coast Gift, Art & Housewares Show, 
Palace Hotel, San Francisco, Feb. 11-14. 

New York Gift Show, Hotel Penn- 
sylvania, Feb. 19-23. 

Maiden Lane Outing Club winter af- 
fair, Park Central Hotel, New York, 
Feb. 20. 

Texas Gift Show, Adolphus Hotel, 
Dallas, Feb. 25 to March 2. 

California R.J.A. convention, Hotel 
U. S. Grant, San Diego, Feb. 26-29. 

Executive Committee of Retail Jewel- 
ers Associations of Greater New York, 
third combined banquet, Hotel Astor. 
March 3. 

Central Division Educational Conclave 
of the American Gem Society, Stevens 
Hotel, Chicago, March 3-5. 

Boston Gift Show, Hotel Statler, 
March 4-8. 

Eastern Division Educational Con- 
clave, A.G.S., Robert Treat Hotel, New- 
ark, N. J., March 10-12, 

Associated Credit Jewelers of New 
York and New Jersey, banquet, Wal- 
dorf-Astoria. March 17. 

Philadelphia Gift Show, Benj. Frank- 
lin Hotel, March 18-22. 

Northwestern regional convention of 
A.N.R.J.A., Kansas City, Mo., April 4-5. 

Southwestern regional convention of 


A.N.R.J.A., Oklahoma City, Okla., 
April 7-9. 
Florida R.J.A. convention, Miami, 


Fla., April 28-30. 

Wisconsin R.J.A., Inc., convention, 
Milwaukee, May 1-2. 

Tennessee Watchmakers & Jewelers, 
Knoxville, Tenn., May 5-6. 
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NOBLE 


FINDINGS 


For Manufacturers and 
Repairers of Jewelry 
BADGE FINDINGS 
BARS — BOWS 
BUTTON BACKS 
CATCHES — CHAIN — CLASPS 
CLUTCHES — CORD 
EAR WIRES 
GOLD & SILVER SOLDER 
JOINTS —JUMP RINGS 
PINTONGS — RING GUARDS 
POLISHING MATERIALS 
SAWS — SNAPS — SWIVELS 
WIRE — AND MANY OTHERS 


ALL QUALITIES & FINISHES 


COMPLETELY GUARANTEED 


F. H. NOBLE & CO. 


555 W. 59TH STREET 
CHICAGO, ILL. 




















DRY! 
Without LIQUID PASTE or POWDER 


This new, handy, chemically treated 
polishing cloth will be welcomed by 
everybody who has any object to 
polish. 


The large imprint surface on the 
oversize 10" x 17" cloth pro- 
vides ample space for your 
sales message .. . and repeats 
your story every time the cloth 
is used. 


You will find CADIE CLOTH an ex- 
cellent low cost premium. . . in- 
expensive enough to give away to 
your customers. 


CADIE CLOTH offers unusually 
many possibilities to keep your cus- 
tomer ever mindful of your name, 
which is certain to result in greater 
store traffic for you. 


Cadie Chemical Products, Inc. 


42 East 23rd Street NEW YORK CITY 
Algonquin 4-6689 
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The American Strap Co., Inc., moved 

early last month to 50 W. 17th St. 
q I. Blau, who formerly worked for the 
trade in Maiden Lane, opened his own 
retail business, early in November, at 
2528 Broadway, near 95th St. 

More than 400 members of the Benrus 
Watch Co., attended the tenth annual 
Christmas dinner, held Dec. 22 at the 
Hotel Olcott, 72nd St., and Central Park 
West. 

q Arthur Cassell, Whitestone, L. I., re- 
ceived a gold ring for 10 years’ employ- 
ment with Zikerman Bros., for whom 
he manages the firm’s Corona branch at 
103-02 Roosevelt Ave. 

q An additional 4000 square feet of 
space has been added to the plant of 
the Mueck-Cary Co., silvermiths at 150 
Bay St., Jersey City, N. J., to accommo- 
date increased business. 

q Maurice M. Goldberger, for the last 
six years a member of the advertising 
staff of the Bulova Watch Co., has been 
appointed assistant advertising manager 
under R. F. Warren, advertising di- 
rector. 

q Air-conditioning and modern lighting 
are features of the new quarters of 
L. Heller & Son, Ine., cultured pearls 
and necklaces, at 411 Fifth Ave., corner 
of 37th St., which were occupied on Dec. 
11. The firm was previously located at 
8 W. 30th St. 

q Announcement has been made of the 
engagement of Miss Margaret Bellman, 
daughter of Mr. Bellman of Republic 
Pictures, to Joseph Dinstman, secretary 
of the I. D. Watch Case Co. Mr. Dinst- 
man is son of Isidore Dinstman, presi- 
dent of the firm. 

q Several novelties have been planned 
for the 16th annual winter affair of the 
Maiden Lane Outing Club, Feb. 20, at 
the Park Central Hotel. Arrangements 
are being made by a committee com- 
posed of President Jimmy Theise, Bill 
Richards, vice-president, Harry Kretsch, 
Walter Uttrich, Maurice Merz and J. L. 
Grant, secretary-treasurer. 

q The fifth annual fall dance of the 
Arrow Mfg. Co. was held at the Hotel 
Edison, Dec. 2, with over 400 employees 
and their friends in attendance. All the 
employees were guests of the company. 
Music was furnished by Al Jocker’s 
band and there was a program of pro- 
fessional entertainment. On the day 
before Thanksgiving the company, fol- 
lowing its annual custom, distributed 
turkeys to employees. 

q The showing of moving pictures syn- 
chronized with sound, of a scientific na- 
ture, followed by other movies in a 
lighter vein, featured the December meet- 
ing of the New York Horological So- 
ciety, Dec. 7, at 150 W. 85th St. Plans 
were furthered for the annual banquet, 
to be held at the Hotel St. Moritz, Sun- 
day night, Feb. 11. Because of the holi- 
days the January meeting date was 
changed to Wednesday, Jan. 10. 

q Simson Bros., manufacturing jewelers 
at 11 Governor St., Newark, to which 
place they had ‘moved their machinery 
and other equipment from their New 
York plant where the employees went on 
strike on Oct. 3, were denied a picketing 
injunction on Dec. 18, by Vice-Chancellor 
Bigelow. The restraint was sought 
against the International Jewelry Work- 
ers’ Union Local No. 1. When the old 
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employees located the Newark plant they 
started picketing. 

q Albert V. Huyler, well known to the 
older element of the New York trade 
through his previous connections with 
the old watch house of N. H. White & 
Co., Maiden Lane, died Dec. 16, at his 
estate in Bradenton, Fla., where he has 
been living for many years since his re- 
tirement from the jewelry trade. He 
went to Florida and engaged in real 
estate but came north every summer to 
renew acquaintance with his many 
friends in the trade. He was here last 
summer, making his headquarters, as 
usual, the offices of G. L. & H. H. Dil- 
lingham, 21 Maiden Lane. Mr. Huyler 
was more than 80 years of age. He was 
buried on Dec. 21 at Bergenfield, N. J. 
q March 3 has been designated as the 
date for the third annual combined ban- 
quet of the retail jewelers associations 
of metropolitan New York, to be held 
in the grand ballroom of the Hotel 
Astor. The event is expected to be the 
most elaborate yet held, with about 
1000 in attendance. The affair, under the 
sponsorship of the executive committee 
of the Retail Jewelers Association of 
Greater New York, is being arranged by 
the following committee: Phineas Peters, 
chairman; Max J. Schwartz, secretary; 
Robert Lipton, vice-chairman for Brook- 
lyn; John Schwarz, vice-chairman for 
The Bronx; Henry Astor, vice-chairman 
for Manhattan; B. H. Schwartz, vice- 
chairmen for Long Island; Abraham 
Wolf, souvenirs; E. Werner Gross, door 
prizes; William Schneiderman, banquet; 
Edward Wagner, finance, and I. Hirsch- 
horn, treasurer. 





Strike Settled, 350 Diamond Cutters 
Of New York Return to Work 


A short-lived strike, the first ever to 
be pulled by the diamond-cutters of New 
York, was settled Dec. 8, when approx- 
imately 350 went back to their benches 
at wage increases retroactive to Nov. 15. 

The increases, which were 7 per cent 
for larger stones, 15 per cent for smaller 
ones, represent a compromise, for the 
strikers had been demanding increases of 
10 and 25 per cent respectively. The 
differential between the wages paid for 
large and small stones is due to the fact 
that it takes more time to produce 
smaller ones than an equal weight of 
larger stones. 

The settlement was effected on a 
friendly basis between the employers, 
represented by Louis Baumgold, of 
Baumgold Bros., and Jules Verbeeck, 
president of the Diamond Workers Pro- 
tective Union of America, AFL. The 
strikers went out in late November. 

The diamond cutters of New York 
have been fairly busy of late months, 
largely as the result of an increased de- 
mand for small sizes, due to curtailment 
of diamond cutting activities abroad. 
The American cutters also claim to 
produce superior work. 





Silver Prices 


London New York 

Spot Official 
(a Bee cre rr 23%4d 3434¢ 
Dec. 8 wag gaa tnaare eas 23%d 34U%4¢ 
| ES ae ee eee 23%d 34%4¢ 
DPR BE Se esrnaeeetecpee. 23 4d 35%e 








5. J. SURNAMER CO.—370-7th Ave., N.Y 

















ENCRUSTERS 

STONE RINGS ENGRAVED 

@ CRESTS @ DRILLERS 

@ COATS-OF-ARMS @ GEM CUTTERS 

@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 

108 Fulton St. New York, N. ¥. 














Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 


71-73 Nassau Street, New York 


Orders for Jobbing Stones and Lonssery 
Work Carefully and Promptly Fille 


© Whitelaw Brothers 


DIAMONDS 


% 48 West 48th St., New York, N. Y. 








BE DEDEDE ct 








BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City 








Grarr, WasHBourRNE & Dunn 


FINE SILVERSMITHS 
SPECIAL ORDERS 


SOLICITED 


142 WEST 14th STREET 
NEW YORK 








“ORIENTA” 
COLTURED PEARLS 
of QUALITY 


20, 


NEW YORK 


cy re» 
CUS UM Lhs 





STOP WATCHES 


Low-Priced Line. 

7 Jewels — Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-1 
BRENET WATCH CO. 
266 W. 40th St., New York 

















IMPORTERS - CUTTERS - POLISHERS 
Precious, Semi-Precious Stones 







Mal 
ORDER 








87 Nassau St., N. Y. BArclay 7-7245 

















LADIES' PLATINUM MOUNTINGS 
Solitaire—Wedding—Star—Sapphire— 
Fancy Shaped Rings 
Gents Gypsy Rings in Plat. and 
Gold for Stars or Diamonds 


JOSEPH A. RICH 
Mfrs. of Platinum & Gold Jewelry 
62 W. 47th St. New York City 














DIAMONDS 


Specializing in stones of superior quality. 
Reliable and efficient service. Cutting 
diamonds since I9II. 

Fred. F. Schwartz 
87 Nassau St. N. Y. C. 











Improved 
PERFORMANCE 
with 
SANDSTEEL 
CROSSCURVED 
MAINSPRINGS 


Satisfied users of Sandsteel main- 
springs tell the story of better per- 
formance, fewer replacements for 
breakage, general satisfaction for 
long periods of time. 

Make it a point to specify “Sand- 
steel" when you order mainsprings. 
Supplied for all makes of watches 
in 3000 sizes and styles. 


MADE IN U.S. A. 
WATCH-MOTOR 


MAINSPRING CO.., Inc. 
145 Hudson Street New York 











e PATENT YOURIDEA 
send a Sketch or Model Z, ok 







of your invention for 


le } x0 
CONFIDENTIAL oO <onDn NEW 
ADVICE [a MEY 


FREE {HR us09! —— 

















for "ANY Invention or Trade Mark 








RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 











FOR RENT 
3600 TO 23000 
LIGHT LOFTS SQUARE FEET 


304-320 EAST 45th ST. 
Excellent for Mfg. Jewelers 
HIGH CEILINGS @ HEAVY FLOOR CAPACITY 


00% SP 24-HOU bee ERVICE 
PRESENT TENANTS INCLUDE 


APEX WATCH CASE MFG. Co. 

B. F. HIRSCH, INC. 

JAEGER WATCH CO. 
LEVY BROS. stents a « 
1440 BROADWAY 

















MODERNIZATIONS AND REMOVALS 


4 





Opening 
Name and Address Date 


Harry M. a aa Broadway & 3rd St., 


i. A Sie ee Nov. 18 Handsome large 
Baldwnn’ s aaa Shop, 7 E. Third 

Bt, pamestown, NN, . scsicecess ov. 30 Air-conditioning 
Beckner’s, 232 E. Main St., John- 

S00 Gee, SOE: ciao swisaeeeees. ‘oswes Renovated 
Walter C. Breh, 124 W. Washington 

St., Syracuse, See eee 
Billings Jewelry Shop, Davis Bldg., 

MVR: WUD, 6500-56 ec aes Nov. 17 Relocated 


Central Jewelry Credit & Loan Co., 
1 N. Court St., Montgomery, Ala...Dec. 7 
Cousins, Inc., 933 Meridian St., An- 
derson, Ind. 
os Jewelry Co., Inc., 
Sahn 3. Eibler, 308 S. State St., Ann 
Arbor, Mich. 


Renovating 


Cee eee eee were teers e eevee 


Ernest F. Fischer, 25 N. 7th St., 
IE EE Sac caticscinsacneins ated’ 

Fox Jewelry Co., 182 Monroe Ave., cases 
CT eS eee eee 


Elam Fussell, Waverly, Tenn....... 
Getz Jewelry Co., 7th & Vine Sts., 

Cincinnati, 
— Jewelry Store, Carson City, 


Hillman Jewelry Co., 216 Market Ave., 
Canton, 


Feature 


Remodeled and enlarged 


Redecorated after fire 


In modern new store 
New window and show- 


Remodeled new location 
Moved to new location 


Modern new store 


Manager 
or Owner 


store Harry M. Adels 
Charles M. Baldwin 
T. F. Beckner, Jr. 
Walter C. Breh 
W. E. Billings 

Al Goldberg 


M. P. Trainer 


Rudolph J. & Erwin 
J. Eibler 

Ernest F. Fischer 
Elam Fussell 

Jack A. Getz 


Isle Bair 


Spending $25,000 to re- 
model new location 


Mrs. Hugh Schatzer & 
Clay DeWeese 

Louis E. Kaiser 
Louis J. Kauffman 


Charles H. Larne 


Michael Lisson 
Charles F. Manahan 
L. B. Newman 
N. C. Medlock 


Ruey W. Rhodes 
Joseph G. Burkholder 
Milton H. Schlosser 


4 Ghee, 08 0. .bccioscss cad Nov. 18 
L. E. Kaiser Klock Co., 321 N. 
Charles St., Baltimore, Md. ...... ..... 
et 446 First Ave., N., St. 
| eer R deled d redec- 
Charles H. Larne, 1529 4th Ave., pe ee ee ne 
Seattle, Rae ov. 18 New quarters 
Linz Brothers, 1608 Main St., Dallas, 
BME. 5:5 0nenoeSibaesasieanat May 1, 1940 Building new store 
Littman’s Jewelers, Main & Division 
Sts., Somerville, N. J. ...ccccess ov. 11 Larger new store 
— a, inc... a s. Salina St., 
yracuse, N. DREAMER Ree. Lede as i 
— = er 925 Fair Oaks anaes 
ve., Sout DOOGNNR MN, Sosess wees Relocated 
nay emetey a , 66 Patton Ave., aaa 
sheville, AS Are ee ‘ ™ 
N.C, Medlock, 1198." Main’ St. a Se 
MCE: \chasseskeeacaseeaas. sasied 
nageronee Jewelers, 196 W. 2nd St., ae ae 
omona, er rr or meee ighti 
ow, ll Rhodes, 40 N. Third St., er TS Ge 
DCC, ob ciagsamiawec aie ~<a N lighti t 
Ryland-Henebry, Inc., 809 Main St., a 
ao ee rrr ov. 28 Fl t light 
Milton H. Schlosser, 1505 K_ St., ee 
N.W., Washington, D. C, ........ Dec. 4 Larger quarters 
Shaw Jewelry Co., Kilgore, Texas...Dec. 8 New location 


Smith Jewelry Store, 716 Philadelphia 


Se eee ov. 17 New location 
Chas. H. Stafford, 1115 Prospect Rd., 

Ashtabula, by aseninmaiaraeeeieles Tunwe:s New location 
“—- ? Jewelry & Gift Shop, Oswego, 


Tappin s, 141 Main St., Paterson, 
o 

Terrell Bros., 419 W. Broad St., Rich- 

ie Se eer 

G. R. Thompson & Son, 608 S. Main 
St., Findlay, O 


Chas. W. Traxel & Co., Maysville, 
ere ere ec. 1 New front 
Wolf Bros., Jewelers, Inc., 111 N. ’ 
Wabash Ave., ee ec. 10 New location 


Added gift department 


Two-story revolving sign 


Joe Blum 
Raymond F. Smith 
C. H. Stafford 
Charles D. Starr 
Raymond Lynch 


Newly relocated 








NEW RETAIL JEWELRY ENTERPRISES 








Opening 
Name and Address Date 


Milton Ascherman, 314 W. State St., Fremont, O.. oven 
Best F aautd Co., 123 W. Federal St. x Youngstown, 


Brooks oo. De Land, Fla. 
George E. Camm, 22 W. Main St., Gloversville, 

Se err ee ren bvovcssecccsmen 
Paul Davey, LaPorte, Ind. 
a -“ Jewelry Co., 20 W. Flagler St., Miami, 
Duval Jewelry Co., 206 North Blvd., De Land, Fla.. Nov. 11 
Esskay Art Galleries, Inc., 368 Central Ave. Hot 

Sp prings, Ark, 


Cee eee eee eeeeeeeeseeeeeeee 


N. 
ous Teenie Co., Inc., Market & Mulberry Sts., 


J 3 Se eee or 
Grand Jewelry Co., "1742 Fort, Lincoln Park, “Mich. Dec. 1 
Glenn W. John, Seaford, | ae 


Kay — Co., 630 Market St., 


Manager or Owner 
Henry Ackerman 


James J. Livingston & Felix Buttar 
es 


S. J. Dobr 


George E. Camm 
Paul Davey 


Cc. L. 
og. 


Elie Mattar 


Potter 
Bacon 


Morton Goldman 
Arthur L, Bollman 


EE eR eT TT ov. 17 Myron L. need 
Kirk. Credit Jewelry” Co., 709 Madison Ave., Cov- 
NEE err Nov. 25 Stanley Meyer 
Kish-Clark, i, 8 North Plaza, Paris, Tex. ...... Dec. 8 G. G. Kish & Lowell Clark 
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Openi 
Name and Address bate Manager or Owner 'D) | ALS 


Co., 403 Burke Bldg., 5 St. Paul St., ; 
sia ‘sc... WE, We evcccetctcncsitadrevvncecns Dec. 8 Victor H. Lang R E | | iS H b 'D) 
pana tees Dec. 7 W. D. Leonard 
1 


Main St., Elkins, N. C 


’s, W. . ° c - 
es "hes, 486 S. Salina St., Syracuse, N. Y....Dec. Michael Lisson & M. Barab  $=/| 3 —ccrr, 
M & M Silversmiths, 36 Charles St., Boston, Mass. ..... a Manter & Barbara ‘ 
urchie 


welers, 374 E St., San Bernardino, Cal....Dec. 1 Leslie L. Plottel 
ortey wey Co., 318 Summit Ave., Allston, 












SF cn Ge POR KSORCMUECRORURNEACENOCeeHRReRuS “eee es Johanna Green & Jennie Greenberg 
bs wn 24 N. Riverside Ave., Croton-on- 24 HOUR ware ee 
* “Hudson, N. Y. mah an an pgs j wacewed Gig -Dec. 1 J. H. Powley SERVICE REVISED 
lers, 3 entra ve., Jersey ity, 
ea vNov. 17 Eli Frank PRICE LIST 
Rominger Jewelry Co., 1703 Broadway, Scottsbluff, 
Te kre Ghee ROROAAE LOREM COCe wee aeawe a Nov. 24 C. W. Kaufman 
Rudolph. Bros., Inc., 40 Journal Square, Jersey City, ‘ fan | A FINER GRADE OF WORK WITH MODERN METHODS 
|S aera er ee ec. ernar tone | 
Shaw Seas Co.,, Weirton, W. Va. oc cccccccccies Nov. 24 Jack & Mitchell Shaw ROYAL DIAL & REFINISHING Co. 
Silver’s Jewelers, 800 K St., Sacramento, Cal. ..... Dec. 1 Louis & Ben Silver 
Stevenson’s, Gladmer Theatre Bldg. ,Lansing, Mich..Nov. 18 A. L. Stevenson & E. E. Utterback 116 NASSAU ST. NEW YORK, N. Y. 
Swiss Jewelry Co., 178 E. Colorado St., Pasadena, ccomeniaetet — 
rrr ree re Dec. 5 S. Rosenweiser 


al. 
ll & Fitzgerald, 163 Pacific Ave., Santa Cruz, Pree 
Pe ee Dec. 4 J. B. Wallace & W. E. Fitzgeraid d oe 


GOLD 


and 


SILVER 
py) PLATING 


Silverware Repaired 
Equal to NEW (After) 


Removing of Engravings 


WM. HERTEL & CO., Inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


“Over 20 years at the 
same address” 





J. W. Chenoweth 





aiaxeiets Charles A. Wood | 
| 


(Before) 
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@ This is the scene which met the amazed eyes of Alfred J. Diringer on the night of Nov. 22, when, on | te | Se | (=| 
a "'phony"’ pretext, he was led into the ballroom of the Hotel Edison, New York, where the executives | 
and staff of the Jacques Kreisler Mfg. Corp. had assembled to fete him. The occasion, which was kept | Specializing Traveling and Boudoir Clocks 
a dark secret to Mr. Diringer, was in recognition of his 20th year under the Kreisler banner. He is the Also complete Leather Case Service 
firm's general manager. Before the lights were turned on, the only thing Mr. Diringer could see was an 110 West 40th St. oT New York 
enlarged photograph of himself, on which a spotlight was focused. At the head table sat his father 
and mother, wife, brother, and sisters-in-law and other members of his family, in addition to Mr. and 
Mrs. Jacques Kreisler and Mr. and Mrs. Tobias Stern. Mr. Stern, vice-president, extolled Mr. Diringer for 
his loyalty and valuable services to the company and the warm friendship and respect he commands 
in the organization. A humorous touch was added by the exhibit of an enlargement which consisted of 
reproductions of various snapshots and other pictures of Mr. Diringer, from childhood onward, with a 
comical reference to each scene. 

Jacques Kreisler made a brief speech in presenting a generous check in appreciation of Mr. Di- 
ringer's faithful service. William Klein, the firm's office manager, then presented a pair of traveling 
cases as gifts from the entire staff. 

After the banquet there was dancing interspersed with informal entertainment. As a souvenir each 
person was presented with a copy of a special little publication, entitled ''Pages from the Little Black 
Book of Alfred (‘Jot-It-Down') Diringer,"’ containing a purely fictitious interpretation of Mr. Diringer's 
diary. Among his meticulous habits is that of jotting down everything that happens every day, to make 
sure that all of his duties are thoroughly attended to. 





CULTORED PEARLS 


ANIL 


a ' = 








24-KARATERS ELECT LEVY biel, of Black, Starr & Frost-Gorham, 1 eee ets a 
was elected to the post of vice-president, Fo Cees ay ig 
vacated by Mr. Levy. Alan L. Brown, i 9.0 
and Lee Reichman were reelected secre- , 
tary and treasurer, respectively. At the 


same time Mr. Krehbiel was named to 4 JACK J. FELSENFELD 


Pa 
Z 


the directorate, other members of which 
are Messrs. Price, Levy, Brown, Reich- ‘ 
man, Gustav H. Niemeyer, chairman, Ned 
Sigmund Cohn, Walter N. Kahn, Clifford 
F. Lamont, Jacob Mehrlust, W. Waters 
Schwab, Charles W. Sommer and Otto The Mail Order Supply House 
D. Wormser. 
The nominating committee was com- CH MATERIALS 
posed of Frank T. Sloan, Alpheus Brown WAT 
ce ©, Towing: Sones LOWEST PRICES—PROMPT SERVICE 
Mr. Niemeyer, who is again chairman WRITE FOR PRICE LIST € 
of the arrangements for the banquet, | 
which will be held in the grand ball- DEAN COMPANY 
room of the Waldorf-Astoria Saturday | g7 NASSAU ST. NEW YORK, N. Y. 
night, Jan. 13, said late last month that 
advance reservations indicated a ¢a- 


pacity crowd. | BRONZE SIGNS—LETTERS 


TO MODERNIZE YOUR STORE 




















ALBERT FE. LEVY 











The 24-Karat Club of New York, Inc., ° 
at its annual meeting Thursday, Dec. 28, Hyman Yields to Hymen | Witte fer Catsingune: ane 
at the clubrooms, 608 Fifth Ave., named Herbert H. Hyman, publicity man- | helptul FREE ORAMENGS 
Albert E. Levy, of the firm of England, ager for Bulova Watch Co., New York, | BUUMRME:] fe], )428-l ich. Belem Ls 
Klein & Levy, to the office of president, has just announced his engagement to | 574 BROADWAY «+ NEW YORK CITY 
succeeding Daniel Price. Edward Kreh- Miss Edith Tannenbaum of New York. 
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Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


\; Broad and Somerset Streets 
PHILADELPHIA, PA. 

















EMPIRE 


SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER — PLATINUM 


713 SANSOM ST. 


PHILADELPHIA 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES. ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 46 years) 








BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free book “Your Future and Our School.” 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 











CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


F.X. ZIRNKILTON #ibcetent 


PHILADELPHIA 


Z'RNKILTON 








MOUNTINGS 
OF RECOGNIZED MERIT 


FuLMeER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 











ELGIN & BELMAR 


ew ATCHES 


LOUIS SICKLES 


1015 Chestnut St., Philadelphia, Pa. 
‘Wholesale Distributorstothe Trade” 








Manutacturer of Distinctive Diamond 


Mountings and Wedding Rings 
805 Sansom Street « Philadelphia 





BYARD Ff. BROGAN 














Albert E. Price, 710 Sansom St., ex- 
pects to leave in January for a two 
weeks’ trip to Florida. 

A diamond ring valued at $150 was 
stolen from a showcase in the store of 
Lean & Jones Co., jewelers, at 6 N. 13th 
St., Dec. 7. 

Leonard Kahn joined the staff of Jack 
Kellmer, Inc., 706 Sansom St., in Decem- 
ber. The addition will permit William 
Kellmer, of the firm, to travel in the 
Pennsylvania and southern territory. 

Philadelphia jewelers with elevators in 
their establishments were benefited last 
month by a Pennsylvania State Supreme 
Court ruling that the city had no au- 
thority to collect fees in connection with 
the operation of the lifts. 

Robert L. Saunders, who conducted a 
jewelry store at 5 S. 8th St. for many 
years, left an estate valued at $65,909 in 
an inventory filed Dec. 16. Mr. Saunders 
left $8,000 to Valentine D. Kramer, his 
oldest employee, and $6,000 to John D. 
Dickson, his watchmaker. 

Louis Sickles, of 1015 Chestnut St., 
a wholesale jeweler in Philadelphia for 
more than 50 years, and Mrs. Sickles 
will celebrate their 50th wedding anni- 
versary Jan. 22. Mr. Sickles, who is 75, 
retired two years ago. Mrs. Sickles is 
73. Plans for the anniversary observance 
have not been completed. 

Wholesale jewelry sales for the first 
10 months of 1939 increased 21 per cent 
over those for the corresponding period 
in 1938, the Philadelphia Federal Reserve 
Bank reported in December. Sales for 
October were 29 per cent above those 
for October, 1938, but 14 per cent below 
those for September, 1939, the bank 
added. ‘The report covered sales in cen- 
tral and eastern Pennsylvania, Delaware 
and southern New Jersey. 

“One of the best Christmas seasons in 
years” was the way several Sansom 
Street jewelers characterized the rush 
of December business in Philadelphia’s 
“Maiden Lane” section. Most firms on 
the “Street” stayed open until 11 p. m. 
or midnight the last two weeks before 
the holidays and handled _ capacity 
crowds. Jewelers reported enough large 
sales of $500 and upward thrown in to 
boost totals to sizable amounts. 

The Philadelphia office of R. Wallace 
& Sons, Wallingford, Conn., will be 
closed some time after Jan. 1, it was 
learned at the local branch of the com- 
pany, 12 S. 12th St. George Taylor, for 
many years manager of the Philadelphia 
office, is no longer with the Wallace firm. 
Present plans call for one man to handle 
plated ware and one man to handle 
sterling in’ the Philadelphia district from 
the New York office of the Wallace com- 
pany. 


Quaker Jewelers 
Fight Catalog, 
Sub-Jobber Selling 


PHILADELPHIA—War against catalog 
house and sub-jobber selling was opened 
on three fronts last month by the newly- 
organized militant Philadelphia Retail 
Jewelers’ Association. 

Formed in November purposely to 


90 





combat unfair trade practices in the 
jewelry industry, the association began 
its first full month’s existence under 
President Ralph Huberman by: 

1, Asking employer cooperation jn 
Philadelphia against the distribution 
among employes of catalogs of under- 
selling firms. 

2. Asking 
tributors in 


the cooperation of dis- 
withholding merchandise 





RALPH HUBERMAN 


from catalog firms and sub-jobbers. 

3. Taking first steps towards possible 
legal action under the Fair Trade Act 
against larger violators in Philadelphia. 

A number of large plants, industries 
and businesses in the city were circular- 
ized by the association in its drive to 
obtain employer cooperation. Unfair 
practices of the catalog houses and the 
averse effect of these practices on re- 
tail jewelers, as well as other points, 
were explained to employers by the as- 
sociation. Early mails brought promises 
from several firms to refrain from dis- 
tributing the catalogs. 

Several prominent Philadelphia whole- 
salers also had joined in the movement 
by asking employers to cooperate in the 
drive against the catalog evil. Favor- 
able replies from distributors were ex- 
pected as a result of the association’s 
second phase of the campaign. 

In the drive against known or sus- 
pected violators of fair trade practices, 
the association mailed letters to each 
firm or store pointing out provisions of 
the Fair Trade Act and asking volun- 
tary compliance with its provisions. 
Each letter also stated that the asso- 
ciation was prepared to see that the act 
is enforced. 

Association headquarters are at the 
offices of the Philadelphia Retail Mer- 
chants’ Association, 9th and Chestnut 
Sts. Reports on progress of the present 
campaign are to be given at the next 
meeting of the group, Jan. 10. A speaker 
from the Pittsburgh Retail Jewelers’ 
Association is expected to be heard. 

Members of the association’s recently- 
appointed legal committee were an- 
nounced by Mr. Huberman last month 
as follows: Sylvan  Lefcoe, Charles 
Fleishman, M. Barr. 





Diamond Importing Co. Moves 

The Diamond Importing Co. early in 
November occupied new quarters at 701 
Jewelry Trades Bldg., 220 W. 5th St., 
Los Angeles. 
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Mrs. W. H. Goodgeon, who for many 
years conducted the jewelry store of 
William H. Goodgeon Co., Westerly, 
R. I., died suddenly on Dee. 5. 

The display window at Baird-North 
Co., Providence retail jewelry store, was 
broken on the night of Dec. 18 by a 
thief who hurled a stone through the 
window and made away with watches 
valued at $100. 

Members of the Rhode Island Horo- 
logical Association gathered together 
Dec. 28 for a Christmas party in con- 
junction with the regular monthly meet- 
ing. Prizes were awarded and the mem- 
bers heard sound recordings. 

The N. E. Mfg. Jewelers and Silver- 
smiths Association has set the date of 
Feb. 17 for its annual banquet. Edward 
O. Otis, executive secretary of the asso- 
ciation, spoke before the Advertising 
Club of Boston, at the Statler Hotel, 
Dec. 26. 

Paul Levenger, vice-president of 
Speidel Corp., Providence jewelry man- 
ufacturers, is making rapid recovery 
from an emergency appendicitis opera- 
tion he underwent at the Mt. Sinai Hos- 
pital, New York, in mid-December. Mr. 
and Mrs. Levenger had gone to New 
York to attend a wedding, where he was 
suddenly stricken. 

H. Leach Machinery Co. moved its 
warehouse stock and machine shop equip- 
ment to its new location at Charles St. 
during the final weeks of December. 
While the company will continue its 
main office at 295 Dyer St., current ware- 
house stocks, formerly located under 
three separate roofs, are now combined 
in the new location. 

Charles C. Darling, retired jewelry 
manufacturer, died here Nov. 28 in his 
86th year. Mr. Darling was employed 
with the firms of S. C. Fish & Co. and 
H. W. Potter during the 1880s. In 1892 
he was admitted to partnership in the 
firm of L. W. Pierce, and when the 
latter retired Mr. Darling substituted 
his own name. He operated the firm 
until 1920 and two years later it was 
purchased by the F. A. Whiting Co. of 
Plainville. 

Among jewelry buyers registered at 
the Providence Biltmore Hotel during 
recent weeks were representatives of the 
following firms: Morris, Mann & Reilly, 
Chicago; Import Specialties Co., Mil- 
waukee, and the following New York 
concerns: Walter Lampl, Wertheimer 
& Son, Gogay Co., Cahn & Co., Bowman, 
Foster & Wurzburger, Jules Schwab Co., 
Kaufman & Ruderman, Leo Glass Co., 
Star Novelty Co., D. Lisner Co., Nat 
Levy Co., Ben Felsenthal Co. and Singer 
Jewelry Co. 

The higher rate of activity which pre- 
vailed this season over that in the final 
months of 1938 is reflected in November 
payroll figures compiled by the Federal 
Reserve Bank of Boston which showed 
that the November, 1939, level was 20.2 
per cent above that in 1938 with Rhode 
Island jewelry and silverware plants dis- 
bursing $1,509,684. The total was also 
2.3 per cent above that in the preced- 
ing month. Employment showed corre- 
sponding gains during November, 27 
firms having 6470 persons on their books. 

Bernard (Barney) Simms, manufac- 
turers’ representative with headquarters 
in the Providence Biltmore Hotel, re- 
ports that in the 12 years that he has 
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held that post he has never been so busy 
as he was during the first two weeks of 
December. “Barney” arranges appoint- 
ments for out-of-town buyers with local 
manufacturers, keeping schedules straight 
and full and in general eliminating de- 
lay for the buyers. Buyers during recent 
weeks, he says, came from all sections 
of the country and on one single day 
early in December he was called upon 
by 13 different buyers to arrange meet- 
ings with manufacturers. 

The Metal Findings Manufacturers 
Association, meeting in the Narragansett 
Hotel Dec. 6, had as its guest W. B. 
Schultz, of the Providence Chapter, 
American Red Cross, who discussed or- 
ganization of first aid classes and told 
how the Red Cross would assist factories 
and give instruction in first aid. Mem- 
bers decided to form a class consisting 
of 35 persons with the various firms 
sharing the expense. The findings makers 
industry is one of the first to avail itself 
of the opportunity. President William 
G. Lind reported that the association is 
in fine financial condition with all dues 
paid up and the surplus account show- 
ing an increase. The association recently 
voted a reduction in its dues. 





Jewelry Manufacturers Protest 
British Blockade of German Goods 
As Threat to Stone Requirements 


Proviwence—Pointing out that the an- 
nounced plan of the British Government 
to seize goods of German origin on the 
high seas would be detrimental to the 
jewelry manufacturing industry because 
of its reliance on former nations, now a 
part of Germany, for imitation and semi- 
precious stones, the New England Manu- 
facturing Jewelers and _ Silversmiths 
Association appealed to Secretary of 
State Cordell Hull to do all in his power 
to alleviate the situation. 

The association also enlisted the sup- 
port of Senators and Congressmen from 
both Rhode Island and Massachusetts. 

The Secretary of State informed the 
association that he would make every at- 
tempt to assist the industry. It is under- 
stood that the British Government had 
announced its willingness to allow every- 
thing shipped before the latter part of 
December to come through so most man- 
ufacturers are likely to have sufficient 
stones for the season ahead. 





New York importers, during recent 
weeks, have made increasing use of the 
Trans-Atlantic Clipper Service, in ob- 
taining natural and synthetic stones 
from Germany. Usual route the stones 
take from Pforzheim and Idar-Ober- 
stein, Germany, is first to Genoa, Italy, 
where packages are opened and repacked 
with Italian postage, thence to Lisbon, 
Portugal, and then to New York via 
the Clippers. 

Amethyst, citrine (quartz-topaz), 
cameos, onyx, carnelian, other quartz 
gems and synthetics are German-cut 
stones so shipped. 


International Has Merry Christmas 


Merwen, Conn.—Directors of the In- 
ternational Silver Co. declared a dividend 
of $7 on the preferred stock, payable 
Dec. 26. 
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preferred were paid in April, July and 
October last year. 

The directors also voted to pay Dec. 
20 to each present factory employe con- 
tinuously employed since last July an 
amount equal to 40 hours’ earnings, and 
to each office employe an amount equal 
to one week’s salary. 


24 K Gold in Liquid Form 


Provence, R. I1.—Development of a 
new certified 24 karat gold in liquid form 
for electroplating solutions was an- 
nounced last month by Mark Weisberg 
laboratories of this city. 

Among the advantages of this stand- 
ardized gold electroplate are uniformity 
of color, high efficiency and exceptional 
throwing power, according to the makers. 
Special reagents for preparing electro- 
plating solutions and alloys for pink, red 
and green solution are available. 








REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S$. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 
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MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 








For further information address: 


Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 
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Whatever 
we have accomplished 
during the past year 
has been made possible 
through the courtesy, 
cooperation and loyalty 
of our friends. 
Please accept 
our best wishes 


for the coming year. 
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q Perel & Lowenstein, 144 S, Main St., 
Memphis, opened an elaborate new gift 
shop last month. 

q Wesson’s, Lawrenceville, Va., has sold 
out to D. Walthall, and opened a new 
jewelry store at South Boston, Va. 

q Mrs. Nora Lazarus Shuyer, mother of 
Harold Ll. Shuyer, Nashville jeweler, 
died recently at a Nashville hospital. 

q George M. Murphey, Jr., is continuing 
the ‘Tyler, Texas, jewelry business which 
was operated by his father, George R. 
Murphey, who died recently. 

q Conway’s (S.C.) new town clock, pur- 
chased and installed in the city hall at a 
cost of $3,000 by the farmers of Horry 
County, has been put in operation. 

q The Kay Jewelry Co. of Texarkana, 
Tex., has filed notice of entry into Arkan- 
sas to do business. The company named 
F. A. Davis of Texarkana as agent for 
service. 

q Coy Reedy, head of the watch repair 
department of H. T. Purvis & Son, 
Jonesboro, Ark., was recently elected 
first vice-president of the Jonesboro 
Kiwanis Club. 

q E. Q. Walters, formerly located at 
Lakeland, Fla., where he operated his 
own retail jewelry store, has been added 
to the staff of The Jewel Box, Columbia, 
S. C., as watchmaker and jeweler. 

q Albert Erskine, vice-president, an- 
nounced that the 60 employees of Brod- 
nax, Inc., Memphis, Tenn., were paid 
bonuses for 1939 equal to one-fifth of 
their regular salaries for all those em- 
ployed for one year or more. 

q Baltimore jewelers reported a gratify- 
ing volume of holiday business. A large 
part of the trade was in articles of mod- 
erate value, with the demand for watches 
taking a spurt for some unexplained rea- 
son, and with flat silver aiso in good 
request. Costume jewelry seems to be 
popular and much of it was sold. 

q In a decision recently rendered in the 
case of the Great Atlantic and Pacific 
Tea Company vs. the City of Columbus, 
the Georgia State Supreme Court has 
declared the Columbus city tax on chain 
stores to be “discriminatory, confiscatory, 
arbitrary, unreasonable and void” .. . 
which certainly does not seem to leave 
much to be said. 

q For the second time in a few weeks, 
Theodore Overbeck & Sons, at 212 N. 
Liberty St., Baltimore, sustained a loss 
of watches when a thief smashed one of 
the store windows with a stone or brick, 
and got away with 32 watches valued at 
$1,058. What is thought to have been a 
third attempt to rob the store was frus- 
trated by police early on the morning of 
Dec. 19. 

q When two Negro bandits attempted to 
hold him up in his own garage on Dec. 
12, as he returned home from work, O. K. 
LeBron, 70-year-old head of Edwards & 
LeBron Jewelry Co., Chattanooga, Tenn.., 
put up such a struggle that his assailant 
could not bind his arms or search his 
pockets. They fled when Mrs. LeBron, 
hearing the disturbance, switched on 
lights at the rear of the house. 

q Atlanta jewelers contributed to the 
“Gone with the Wind” premiere by mak- 
ing special displays of period jewelry of 
the 1860’s. Just as the town was ran- 
sacked for hoop skirts and Confederate 
uniforms—both of which brought nice 
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premiums for those wishing to rent them 
for the costume ball—so all jewelry of 
that period was in big demand, and jew- 
elry stores making displays along this 
line got plenty of attention. Many be- 
lieve that the premiere may introduce a 
definite vogue for costume jewelry of 
that period. 

q To allow for a_ better display of 
jewelry, watches, diamonds and other 
gift merchandise and to offer greater 
convenience for inspection and selection 
by Christmas shoppers, Guy W. Settle, 
Tulsa, Okla., jeweler set up a “Christ- 
mas jewelry store” in a spacious room 
just across the lobby from the room he 
has occupied for the past six years on 
the ground floor of the Atco building, 
519 So. Main St. Ready with helpful 
suggestions to aid customers in selec- 
tions, Mrs. Settle assisted in manage- 
ment of the “Christmas store.” 

q Fischer Co., jewelers, founded by W. F. 
Fischer in 1869, in December celebrated 
its 70th anniversary. ‘The store has been 
located at the corner of Market St. and 
8th Ave., Chattanooga, Tenn., from the 
beginning. Lewis L. Fischer, a brother, 
entered the business in 1870 and became 
its head when W. F. died in 1909. He 
continued as its head until his death in 
1931. He was succeeded by T. H. Me- 
Clure, who had come from Nashville to 
Chattanooga to become associated about 
1915. W. F. Fischer, as a young man, 
helped to manufacture guns for the Con- 
federate Army. 

q.H. T. Purvis & Son, Jonesboro, Ark., 
upped their sales from 10 to 20 per cent 
during the Christmas season by using a 
15-minute radio “man on the street” pro- 
gram over radio station KBTM, daily, 
except Sunday. Each day the program 
was put on directly in front of the 
jewelry store so that the announcer could 
point out appropriate gifts that the store 
had on display during the broadcast. 

q Sales of silverware of the standard 
patterns are reported by Ellis T. Baker, 
manager of Stieff Co., especially promis- 
ing in Florida. He points out that orders 
from Florida in particular have been re- 
ceived in gratifying number and volume, 
and accounts for the gain recorded espe- 
cially in recent weeks on the score that 
travel to Bermuda has been cur- 
tailed because of the risks attendant upon 
ocean trips because of the disturbed 
conditions in Europe and the menace to 
shipping involved, and that many more 
persons are going to Florida instead and 
the demand for silverware is accordingly 
stimulated. 

q The Jewelers’ Association of Balti- 
more, at a recent meeting considered the 
matter of auction sales and the city ordi- 
nance regulating such undertakings. A 
committee was named to call on Police 
Commissioner Stanton to ascertain if 
there had been any violations of the reg- 
ulations. Under the law no concern can 
hold an auction sale oftener than once 
every 13 months, a list of the articles to 
be sold must be submitted to the Police 
Commissioner, and hours of sales are 
limited to 8 A. M. to 6 P. M. The com- 
mittee on auction control is made up of 
H. J. Schwarz, president of the Balti- 
more Association; Charles Howard Mil- 
likin, of the Henegen Bates Co., and S. 
Judson Mealy. 
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HAS GOLDEN ANNIVERSARY 


Wasnuixncron—William H. Wright, one 
of the nation’s leading jewelers, last 
month observed his 450th anniversary 
with Galt & Bro., which claims to be the 
country’s oldest jewelry firm, with a his- 
tory of 137 vears. 

The event was celebrated by a dinner 
party in his honor given at the Madrillon, 
by his associates and employees of the 
store of which Mr. Wright is president. 

Mr. Wright began his career in No- 
vember, 1889, as an errand boy in the 
store. He became buyer and salesman 
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WILLIAM H. WRIGHT 


while still in his teens, was assistant 
manager before the age of 30, and be- 
came manager when Henry C. Berg- 
heimer, died in October, 1923. In Feb- 
ruary, 1934, Mr. Wright organized a 
stock company composed of employees 
of the old firm and bought the store and 
fixtures. Mrs. Woodrow Wilson, the 
former owner of the business, presented 
the name and good will to the new 
corporation. In October, 1934, the busi- 
ness was moved to its present location, 
607 13th St., N. W. 

In addition to his many years of prac- 
tical experience in handling fine gems, 
Mr. Wright took up the scientific study 
of gems and precious metals, and now 
holds the title of Registered Jeweler, 
A.G.S.; is also a member of the board 
of directors of the society, and expects 
to take the examination for Certified 
Gemologist, this month. 

He is also a member of the Jewelers’ 
Information Exchange, Group A; the 
Silver Committee of A.N.R.J.A.; the 
Washington Board of Trade, and the 
os" Business Bureau of Washington, 





His fidelity to a high standard of 
business ethics has rightly earned the 
friendship of all who know him. 


Pawnbrokers Must Watch Out 


Oxtatioma Crry, Oxia.—In a move to 
eliminate the possible “fence,” pawn- 
brokers and second-hand dealers here 
have been made responsible for stolen 
goods found in their establishments. 

Where, formerly, original owners of 
stolen goods were advised where they 
might go to redeem their goods by pay- 
ing the pawnbroker’s fee, or second- 
hand dealer’s price, Police now advise 
original owners that if their property 
is not surrendered on proof of ownership, 
to go before a justice of the peace and 
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obtain a writ of replevin, the cost of 
which must be paid by the pawnbroker 
or dealer who bought the article. 





GETS IMPORTANT POST 
Tampa—It was long before O. A. Jen- 
kins, who has just been named assistant 
general manager of the large and grow- 
ing chain of Florida jewelry stores, the 
Duval Jewelry Co., could be convinced 





O. A. JENKINS 


that he should abandon music as a ca- 
reer and follow in the footsteps of his 
father, A. O. Jenkins, owner of the 
Duval chain. 

After finishing high school Mr. Jenkins 
entered a business course of study at the 
behest of his father, but after a short 
time was lured away by the offer to play 
with a big name dance orchestra which 
made a tour of the East and then took a 
trip abroad in the summer of 1934, On 
his return to this country he prevailed 
upon his father to let him try to make 
his mark in business, although only 18, 
and so he was sent to the Tampa store 
and put to work at a salary of $13.50, 
where, in addition to selling he was ob- 
liged to boil stock in a solution of am- 
monia to keep it clean. He gradually ac- 
quired experience in all phases of store 
operation, even to collecting on profit 
and loss accounts. He was later made 
assistant manager of the Miami and 
Jacksonville stores and assisted in buy- 
ing for the chain. 

One of his most pleasant tasks is as- 
sisting in the opening of new stores. He 
has now helped open five. He spends 
most of the time on the road checking 
on the 13 stores of the chain. 





October Imports of Cut Diamonds 
Represent Nine-Year High 


The first indication of the effects of 
the outbreak of the European hostilities 
on jewelers’ imports is to be found in the 
latest report of the Bureau of Foreign 
and Domestic Commerce for October. 

Diamond imports in that month were 
approximately 37 per cent higher than 
they had been at the same point in 1936, 
1937 and 1938; roughly $3,700,000 as 
compared with about $2,700,000, the ap- 
proximate amount of imports in each of 
the previous three Octobers. 

While only 1236 carats of rough dia- 
monds were received in October, there 
were more carats of cut stones imported 
than at any time since September, 1936. 
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The value of the cut stones was greater 
than for any month since June, 1930. 

Imports of watches and watch parts 
soared above October in each of the 
three previous years. The aggregate of 
$1,341,913 was slightly under the figure 
of $1,352,533, which was the high point of 
recent years, reached in November, 1937. 

These and other jewelry imports for 
October follow: 


Article Number Value 
Watches and watch 
movements .......... 437,430 $1,243,739 
WG POE Cs. ccceccscs 98,174 
Clocks and clock move- 
EE a cca conden denne 772 5,770 
Diamonds— 
Rough, uncut ....... 1,236 cts. 73,435 
ee eee 60,415 cts. 3,590,601 
Pearls— 
EL wihviwknuimes ned 1,218 
Cultured or cultivated 28,489 
Other precious and semi- 
precious stones— 
Rough, uncut ....... 29,255 
5 122,151 
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Bridal Business . 


Make Your Store Bridal Headquarters 


New low price on the authoritative 
book of bridal etiquette—adds prestige 
—builds business—endorsed by jewel- 
ers, ready-to-wear and department 
stores, libraries, colleges, newspapers. 







Answers 1,000 questions: 
Rings, bridal gowns, 
gifts, flowers, ceremony, 
guests, clothes, diagrams, 
jists, 90-day calendar, 72 
pages illustrated. 
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PEARLS FIT FOR A QUEEN... 
From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 
j Imperial Pearl Syndicate 


607 Fifth Ave. New York 
5 No. Wabash Ave. Chicago 
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OUR WORK COSTS NO MORE THAN 
ORDINARY WORK 

_ BECKER-HECKMAN CO. 

29 E. Madison St. 
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Your JOBBER Has 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 

















DIAMOND CUTTING 


Re-Cutting Price Net—Special 


Y% and % Carat $5]5 and %4 Carat $9 
¥% and % Carat 7[|[% and 1 Carat 10 


Removing Chips $1.50 to $3.00 


Estimates Furnished 
Memo selection of diamonds on request. 
Stein & Ellbogen Company 


Diamond Cutters and Importers 
55 East Washington St., Chicago, Ill. 














lf you want a Complete Catalog of 


gee, FULLERS FINDINGS 


to assist and enable you to 
ORDER FROM YOUR JOBBER 


Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, III. 
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4q Arthur Manheimer, of the Manheimer 
Watch Co., and Mrs. Manheimer spent 
the holiday season in Toronto, Canada. 


q Almin Epstein, president of the Ace 
Watch Co., New York, spent two weeks 
in Chicago last month visiting the trade 
with his Chicago representative, Al 
Sturtz. 

q Joseph Klein, jewelry salesman, re- 
ported to the police on Dec. 12 that his 
samples valued at about $400 were taken 
from his car while parked in front of 
2738 Division St. 

q Robert M. Jordan, sales manager of 
Ostby & Barton, Providence, R. I., spent 
several days at their Chicago office last 
month visiting the trade with their Chi- 
cago manager, William H. McGreevy. 


q The National Jewelry Co., located 
at 176 W. Adams St., has leased one of 
the State St. store rooms of the build- 
ing being erected on the site of the old 
Capitol Building. Completely modern 
fixtures are being installed. 

q Star Watch Case Co. of Ludington, 
Mich., on Dec. 30 discontinued its office 
at 35 E. Wacker Drive, Chicago. The 
firm notified its Mid-West customers that 
it would care for their future require- 
ments direct from its home office. 


q William H. (Bill) Farmer, who rep- 
resented Oneida, Ltd., for many years in 
the Middle West territory and well and 
favorably known in this section, is now 
with Shaw’s in Houston, Texas, having 
gone with them when the store was 
opened last fall. 


q Paul Monohon, Krementz & Co., 
Newark, came to Chicago last month 
following the death of their representa- 
tive, Charles E. Smith, and called their 
Southern representative, Van Feltus to 
Chicago, to look after the business of 
this office during December. 


q Edmund A. Kratz, 48, died suddenly 
at his home, 5651 No. Central Park Ave., 
on Dec. 9. For the past several years 
Mr. Kratz had conducted a business of 
polishes for the trade in room 1306 Hey- 
worth Building. Before establishing his 
own business, he was associated with J. 
Milhening, Inc. 

q Wolf Bros., who have conducted a 
retail store upstairs at 58 E. Washington 
St. for the past several years, moved on 
Dec. 15 to a street-level room in the 
same building at 111 No. Wabash Ave., 
where they have installed complete mod- 
ern fixtures and show windows. ‘The 
firm consists of Nate H., Morris H., 
Samuel and Harry Wolf. 


q For the third time in 12 months, the 
Jack Wittgren store at 544 E. 79th St., 
suffered loss by window smashing on 
Nov. 27, when cameras, rings and radios 
were taken. Last May other window 
smashers visited the store and in Decem- 
ber, 1938, a milk wagon horse walked 
through the plate glass. Mr. Wittgren 
also operates a store at 10 So. Wabash 
Ave. 

q Members of the Golden Roosters held 
a business meeting in the rooms of the 
Jewelers’ Club the night of Dec. 19 and 
elected officers for 1940 who will be in- 
stalled at the annual dinner party to be 
held at the Congress Hotel in February. 
Plans for this and also the Golden 
Rooster night, Jan. 6, when members and 
guests will attend an ice skating party 
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at the Chicago Arena were discussed, 
Officers elected are chanticleer, Max 
Cohn, manufacturers’ _ representative; 
scratcher, Jack Casey, National Jeweler; 
keeper-of-nest eggs, Leland Fay, Benj, 
Allen & Co. 

q John S. Braude, 62, 179 E. 79th St, 
New York, died in his room at the Great 
Northern Hotel, in Chicago, at noon on 
Dec. 14 of pneumonia. Mr. Braude, for 
many years a resident of Chicago, had 
been in the diamond business in New 
York for the past 20 years and was on a 
business trip at the time of his death. 
He was taken sick on the night of the 
1lth and quickly developed pneumonia. 
Mrs. Braude and their son, Arthur, ar- 
rived from New York on Dec. 13. Ser- 
vices were held in Chicago, following 
which the remains were taken to New 
York for burial. Besides his widow and 
son, Mr. Braude is survived by four 
brothers and two sisters, all living in 
Chicago. 





Court Denies "Elgin" Name 
To Companies Producing Shavers, 
Cameras and Cigar Lighters 


Cuicaco—Elgin Razor Corp. and 
Elgin Laboratories, Inc., in late Novem- 
ber were permanently enjoined in the 
United States District Court from using 
the name “Elgin” as a trade mark or 
brand name for electric razors, cameras 
and cigar lighters, or any other goods 
of substantially the same descriptive 
properties as products of the Elgin Na- 
tional Watch Co. 

The court also enjoined the use of 
the name “Elgin” in the corporate names 
of Elgin Razor Corp. and Elgin Labora- 
tories, Inc., or in any other corporate 
name or business style, and required the 
defendants to assign to Elgin National 
Watch Co. all registrations they have 
taken out on the name “Elgin.” 

The court found that the name “Elgin” 
has come to mean and is now understood 
by the trade and the public to mean 
products of the plaintiff, the Elgin Na- 
tional Watch Co., and the plaintiff's 
products only; that the defendants were 
using in interstate commerce the name 
“Elgin” as a brand name for electric 
razors, cameras and cigar lighters and 
the corporate names Elgin Razor Corp. 
and Elgin Laboratories, Inc., and that 
they were thereby infringing the regis- 
tered trade mark of the plaintiff. 

It was in August, 1938, that Elgin 
National Watch Co. instituted suit 
against the defendant companies, and the 
owner of them, for an injunction re- 
straining them from using the name 
“Elgin” as a trade mark or brand name 
on electric razors, cameras and cigar 
lighters and in their corporate names. 
This action was taken as soon as it be- 
came apparent that the public was being 
led to believe that the razors, cameras 
and cigar lighters were manufactured 
and sold by Elgin National Watch Co. 

In December, 1938, the court issued a 
preliminary injunction requiring the de- 
fendants to distinguish their products 
from those of the plaintiff by using, in 
type of the same size and style, in con- 
nection with the word “Elgin,” whenever 
and wherever it appeared, the following 
statement: “Not connected with Elgin 
National Watch Co.” 
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Elgin's Dividends During 1939 
Total $800,000; 60 Per Cent Greater 
Than Share-Owners Got in 1938 


Exon, Itt.—Marshalling its figures 
for the year, the Elgin National Watch 
Co. recently announced at a directors’ 
meeting the amounts of its dividends 
and its contributions to major employe 
services for 1939. 

For the year just finished, the com- 
pany’s dividends totaled $800,000. This 
amount is considerably higher than the 
dividend for 1938 which stood at $500,000. 

Employes of the Elgin National 
Watch Co. and the company maintain a 
pension fund and an employes’ relief 
fund to which employes and company 
jointly contribute. To the pension fund, 
which was established in 1918, the con- 
tribution of officers and employes ranges 
from 2.7 to 5.6 per cent of their an- 
nual compensation based upon their age 
at the time of joining the fund, and the 
company’s contribution of a flat per- 
centage of the annual payroll. During 
the 21 years since the establishment of 
the fund the company has contributed 
more than $2,500,000, while the benefits 
that have been paid to retired employes 
and to beneficiaries of deceased employes 
have been more than $2,700,000. Cur- 
rently receiving pension checks each 
month are 380 men and women, while 
the present total membership is 2,253. 

The employes’ relief fund has been 
in existence over 20 years, and also is 
jointly maintained by employes’ and 
company contributions. During its ex- 
istence sick benefit payments of more 
than $300,000 have been paid to employe 
members, while approximately $500,000 
has been paid in benefits to the benefi- 
ciaries of deceased employes. Employed 
members have contributed more than 
$750,000, while the company has con- 
tributed $250,000 to this fund. 

A wage bonus plan was inaugurated 
in 1936, which provides that annually a 
percentage of the company’s profits shall 
be set aside for distribution to employes, 
during June and December, who have 
satisfactorily completed a_six-months’ 
probationary period of continuous ser- 
vice, and who do not participate in any 
other profit-sharing plan. 

During its short life since 1936, the 
Elgin company’s wage bonus plan has 
distributed more than $373,027 in bonuses 
to employes. 


New Interests Acquire Control 
Of the Wahl Co., Manufacturers 
Of Fountain Pens and Pencils 


Cuicaco—New interests assumed con- 
trol of the Wahl Co., makers of foun- 
tain pens and mechanical pencils, when 
on Dec. 15 six directors resigned and 
an equal number of new directors, rep- 
resenting a financial group which re- 
cently acquired dominant ownership of 
preferred and common stocks, were 
elected. 

Ralph A. Bard, head of Ralph A. Bard 
& Co., an investment house, was named 
chairman of the board, and Martin L. 
Straus, president of the Advance Corp., 
also an investment house, was elected 
chairman of the executive committee. 

Other new board members are T. Al- 
bert Potter, president of the Elgin Na- 
tional Watch Co.; George E. Frazer, of 
Frazer & Torbet; Howard G. Kornblith, 
of Eliel & Loeb Co.; and William H. 
_— of United Wall Paper Factories, 
ne. 
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President C. W. Priesing, of the Wahl 
Co.; C. L. Floyd, vice-president, and 
J. H. Winston, of Winston, Strawn & 
Shaw, lawyers, continue as members of 
the board. The retired group consists 
of Thomas Drever, board chairman for 
many years; Silas H. Strawn, Arthur 
Bentley, Ward W. Willits, L. W. Brig- 
ham and A. B. Poole. 





Longines-Wittnauer Watch Co. 
Gets Injunction 
Against Price-Cutter 


Cuicaco—A permanent injunction 
against Albert Panitch, trading as the 
Modern Watch Co., of Chicago, restrain- 
ing them from advertising, offering for 
sale, or selling Longines watches at less 
than authorized prices was granted by 
Justice Robert J. Dunne of the Circuit 
Court of Illinois in an action brought by 
the Longines-Wittnauer Watch Co., 
under the Illinois fair trade act. 

The Modern Watch Co., though not an 
authorized Longines-Wittnauer agency, 
had sold a Longines watch in violation 
of the Illinois fair trade act which stipu- 
lates that a dealer is bound by the man- 
ufacturer’s authorized fair trade prices. 

This action by the Longines-Wittnauer 
Watch Co. was undertaken by the com- 
plainant to give every support to legiti- 
mate jewelers by insuring the enforce- 
ment of the manufacturer’s authorized 
prices under the provisions of the Illinois 
fair trade act. 


Jewelry Factories Rushed 


Employment in the manufacturing 
jewelry industry rose during October to 
107.1 (3-year average 1923-25 = 100.0). 
The October index of employment for 
all manufacturing industries was 103.3. 

The September, 1939, index for em- 
ployment in jewelry factories was 99.9 
and the October, 1938, index, 96.6. 

Other employment indices follow: 

Oct. Sept. Oct. 
1939 1939 1938 
89.8 86.0 83.6 
73.3 71.5 66.2 


Clocks and watches 
Silverware and plated ware 





Speedway Provides Action Displays 


Displays weighing up to six pounds 
may be made to rotate at a speed of 
three turns a minute by the Speedway 
miniature turntable perfected by the Dis- 
play Motion Division of the Speedway 
Mfg. Co., Chicago. 

The turntable is 314 inches high, has a 
4-inch diameter base, is noiseless in ro- 
tating, and costs less than 10 cents a 
month to operate. It provides attention- 
compelling displays for windows, coun- 
ters and tables. Price, $5.50. 





Study S. G. of Gems 


Mrinneapouts, Minn.—The method of 
determining gems by specific gravity 
was studied by the Minnesota-Western 
Wisconsin Guild, A.G.S., under the direc- 
tion of Dr. John Gruner, Nov. 17. The 
next meeting of this group will be Jan. 
19. Leslie E. Dewey, J. B. Hudson Co., 
is president. 





Ft. Wayne Jewelers Meet 


Fr. Wayne, Inp.—Jewelers of this city 
met at the Chamber of Commerce Dec. 6 
to discuss organizing a city association. 
Further discussion will be taken up in 
January. 
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WHERE TO BUY 








Y 
6» 


4614YJ—I14K. Yel. 46142YJ—14K. Yel. 
e . 5 
4615PJ—10% Ir. Plat. 461542PS—10% Ir. Plat. 
Net $23.50 Net $24.50 


1/5 to 5/8 Ct. 
LET US MOUNT YOUR DIAMOND 
In this beautiful Mtg. 
DIAMOND SETTING 
SPECIAL ORDER AND JEWELRY REPAIRING 
WEDDING RINGS AND MOUNTINGS 
Send for our latest catalog 


QUAST & OLSEN 
5 So. Wabash Ave., Chicago, Ill. 











CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, Ill. 








DIAMOND SETTING 
EXCLUSIVELY 


Distinctive and Outstanding Work by 
Expert Diamond Setters 


Prices upon request 


CHICAGO DIAMOND SETTERS 
5 So. Wabash Chicago, Ill. 











McRAE & SHAW 


168 N. Michigan Ave., Chicago, Ill. 


Radio and Display Advertising Specialists 
Originators and Producers of 

“THE OLD SHEPHERD’ RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 











WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO, 
612 METROPOLITAN BLDG. 
DETROIT, MICH. 














r 


fice WATCH CO. 


S S.WABASH AVE. CHICAGO ILL. 


USED WATCH 








USED MOVEMENTS 1| 
Geod Condition 
Geed Dials 

0-Size Elgin, Waltham 2 

743, $2.00 — 153, $3.00 

} ry} i$ ng a “e278 THE PRICE OF 

iF (Size oven cae | wey 

74, $2.25 — 184, $3.25 | NEW MATERIALS 
Wheels, pinions, 


BDOWLVS YOi GNIS 


TJ, $3.00 — 15J, ee 
18 size Htg. Elg., Wal. 
53, $1.25 


pallet forks, etc. 

" for all ——— 

oom | 4 Send sample o 
° ” ts. 

Pag se vat ss what you want! AR 

Guaranteed! Remit 

only if satisfactory. 




















GRAFNER BROS. | 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 























GOLD oan SIDLVIEIR 


Scrap and Wastes 


IPUIRCIHA SIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS. etc., furnished 














‘VERNON-BENSHOIFF CO. 


933 Ridge Ave. Pittsburgh, Pa. 


















JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


40S Clark Bldg., Pittsburgh, Pa. ATlantic 2336 








THe CasBinet Fixture Co. 
Designers and Manufacturers 
JEWELRY STORE FIXTURES 

WALL CASES - FLOOR CASES, ETC. 
Office, Factory and Display Rooms 
2027-29-31 CHATEAU STREET 
N. S., PITTSBURGH, PA. 


F. A. NOLL, Pres. Cedar 3859 
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The Grogan Co., Inc., one of America’s 
finest retail jewelry stores, reported an 
excellent Christmas business. 

Morris Braun is holding a closing out 
sale preparatory to moving to a larger 
and better location in Braddock. 


Oscar Levant, of radio’s famous pro- 
gram “Information Please,” is a son of 
Max Levant, a former Pittsburgh jew- 
eler at 1420 Fifth Ave. 

David Scott Bair, for more than 40 
years associated with the old R. Siedle 
& Sons jewelry store in Wood St., died 
early in December at his home in North 
Fast, Pa. 

One of the happiest jewelers in town 
is Max Unger, who moved into a very 
attractive store early this fall in the 
Oliver Bldg. Mr. Unger reports a very 
good Christmas business. 

Maurice W. Rihn, manager of the 
‘Terheyden Co., says his firm did one of 
the largest businesses this year in its 
history. Medium priced goods of all 
kinds moved in heavy volume. 

J. Loughrey Roberts, of John M. Rob- 
erts & Son Co., who has been under the 
weather most of the fall, finally made a 
speedy recovery and was able to come 
into the store for the holiday rush. 

Quite a few Pittsburgh jewelers will 
be heading to Florida within the next 
week or so. Others are planning to 
stay home and put some of their profits 
into remodeling. The 1940 outlook is 
very encouraging. 


Charles H. Adelman, 83, father of At- 
torney Louis F. Adelman and for 35 
years a retail jeweler in Fifth Ave., this 
city, died Dec. 8 at his home in Hobart 
St. He retired 15 years ago. He leaves 
his widow, Mrs. Theresa Adelman, three 
sons and three daughters. 

Frank C. Stitt, who years ago was as- 
sociated with W. W. Wattles & Sons 
Co., and later with Sam F. Sipe, has 
returned to the Wattles organization. 
J. Harvey Wattles, president of the com- 
pany, who resides in Washington, D. C., 
with Mrs. Wattles, did not come on this 
year for the holiday season as in the 
past. The firm did a very satisfactory 
business according to David G. Walton, 
manager. 


Among the scores of out-of-town jew- 
elers calling upon wholesale houses for 
last-minute purchases were: D. Eger, 
New Kensington, Pa.; C. Eger, Irwin, 
Pa.; H. Sutton, Carnegie, Pa.; Joseph 
Mandel, Turtle Creek, Pa.; Robert Craw- 
ford and R. E. Schaeffer, Butler, Pa.; 








1940 


TO THE TRADE 


A HAPPY and PROSPEROUS 


NEW YEAR 








THE SAMUEL WEINHAUS COMPANY 
720-722 PENN AVENUE, PITTSBURGH, PENNA. 
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E. H. Schaeffer and Harold Gerson, 
Beaver Falls, Pa.; Jack Gerson, New 
Castle, Pa.; Meyer Posner, Mt. Pleasant, 
Pa.; J. M. Kurtz and Bernard Posner, 
Connellsville, Pa.; Frank Bloser, New 
Kensington, Pa., and Samuel Posin, 
Wheeling, We Nias 

Sunday, Dec. 17, is likely to remain a 
red-letter day so far as Pittsburgh 
wholesale jewelers are concerned, for 
from early morning until late at night 
a continuous stream of out-of-town re- 
tail jewelers swarmed into the city to 
make last-minute purchases for what 
many believe to have been a record busi- 
ness. Aided by exceptionally good 
weather and unusually large payrolls, 
business with retail jewelers this Christ- 
mas was the best in a decade and it is 
doubtful if even the boom days of 1927 
surpassed this holiday season. Credit 
stores, particularly in the mill towns, 
did a record-breaking business. 





Watch Co. Workers Bonused 


Bulova Watch Co., with main offices in 
New York City and factories in that 
state and other parts of the country, pre- 
sented its employees with Christmas bo- 
nuses amounting to over $150,000 in cash. 
All employees, regardless of length of 
service, received a Christmas gift from the 
firm, which upped its last dividend an 
extra half dollar. 

Hamilton Watch Co. workers received 
a bonus in the form of a full week’s 
wages. Hamilton stockholders received 
$1.50 a share on Preferred last month 
making the year’s total $6 a share, and 
50 cents a share on Common, bringing 
that total to $1.25 per share for the year. 

Longines-Wittnauer Watch Co., New 
York, gave a bonus to employees the 
week before Christmas. Every employee 
received a minimum of one full week’s 
salary with some larger and special 
bonuses paid for special considerations. 

Waltham Watch Co. made a Christmas 
distribution Dec. 22 of $50,000 to its 2200 
employees. To those on the payroll for 
six months and over, $25; to those em- 
ployed three to six months, $15; and to 
all employed less than three months, $5. 





Platinum Prices 





Dec. 26, 1939 

ee. jae Se eRe ee He be ead $40.00 
Containing 5% iridium ..........00.. 47.50 
Containing 10% iridium ...cscccccece 55.00 
Containing 5% ruthenium ........... 40.00 
WN iin el eiisie a ar 9 5S Oe ees 25.00 
Toastmaster Advances Adams 

Harold Adams, formerly covering 


Minnesota for the Toastmaster Products 
Division of McGraw Electric Co., has 
been advanced to the Chicago territory 
which comprises Illinois, Wisconsin, 
Towa, Nebraska, and Minnesota. 











JEWELRY REPAIRING 
DIAMOND SETTING @ ENGRAVING 


Prompt Service and Careful 
Attention Given to All Work. 


DOERNBERGER and MUCK 
406 Pittsburgh Life Bidg., Pittsburgh, Pa. 


TELEPHONE: AT. 7848 
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industrial Catalog House Enjoined 
From Fake Trade-Ins, Close-Outs 
And Masquerading as Jobbers 


So-called “industrial wholesalers” suf- 
fered another jolt when Justice Lloyd 
Church of the New York State Supreme 
Court released his conclusions, on Nov. 
13, in the case of the Hamilton Watch 
Co. versus Caroline R. Macher, doing 
business as the Wholesale Watch & 
Jewelry Co. of New York City, and her 
husband, Robert J. Macher. 

In view of Justice Church’s findings, 
the Macher interests must now cease im- 
mediately all inference that they are 
wholesalers or jobbers. Justice Church 
has found that Hamilton Watch Co. is 
entitled to judgment enjoining Caroline 
J. Macher or Robert J. Macher “from 
issuing any more misleading advertising 
which purports to hold out to the public 
that they, the defendants, are whole- 
salers or jobbers or that the articles 
covered by the Fair Trade Acts of the 
State of New York may be purchased 
from the defendants at less than the full 
resale price thereof.” 

Macher has annually distributed hun- 
dreds of thousands of catalogs and ad- 
vertisements in New York, New Jersey 
and Connecticut, purporting to come 
from a wholesaler of the merchandise il- 
lustrated, and offering said merchandise 
at prices well below the accepted retail 
value. This point was covered in a recent 
ruling by the Federal ‘Trade Commission, 
which sought to eliminate the false im- 
pression by demanding the removal of 
the word, “wholesale” from the company 
name. 

It was brought out during the trial 
that prospective purchasers of Hamilton 
watches could secure 30 per cent discount 
by presenting a trade-in watch of little 
or no commercial value. Those not pos- 
sessing such a watch were directed to 
an adjoining floor where one could be se- 
cured for 25 or 35 cents. This practice 
was found by the court to be “a subter- 
fuge for the purpose of escaping the pro- 
visions of the Fair Trade Law,” and 
therefore illegal. 

The conclusion of the court further 
enjoined the defendants “from picking out 
certain models of the plaintiff’s commod- 
ity and selling them as ‘closeouts’ unless 
and until the defendants . . . wish to sell 
out the entire commodity” known as 
Hamilton watches. 

Since the New York Fair Trade Act 
permits the sale of “closeouts” at a dis- 
count, the Wholesale Watch & Jewelry 
Co. sought to take advantage of the let- 
ter of the law by illustrating nine Ham- 
ilton watches purporting to be closeouts 
of Hamilton commodity when such was 
not actually the case. 

The costs of the case were placed on 
the defendant. 





Keepsake Diamond Rings 
Launch Second Powerful 
Unit of 5-Year Ad Program 


The second unit of Keepsake’s long- 
range program to build diamond ring 
sales will get under way with an in- 
creased advertising schedule to run in 
national magazines from February 
through May, 1940, according to an an- 
nouncement by Robert A. Pond, presi- 
ge of A. H. Pond Co., Inc., Syracuse, 

- we 

The Keepsake organization will hold 
two-day sales conferences in Syracuse, 
Jan. 22-23; Chicago, Jan. 24-25; and 
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Denver, Jan. 26-27. After these meetings, 
Keepsake representatives will present 
complete details of the advertising and 
merchandising plans to dealers through- 
out the country. 

The bulk of the company’s advertising 
will be concentrated in a series of color 
pages in The Saturday Evening Post, 
Life, Collier's, Photoplay and additional 
ads in black-and-white in Screenland, 
Silverscreen, Mademoiselle and Glamour. 

Authorized “Keepsake” jewelers re- 
ceive the direct benefits of this forceful 
magazine advertising by being placed di- 
rectly in touch with interested diamond 
ring prospects in their trading areas. 
Readers of the ads are invited to send 
for a copy of an attractive book for 
brides, “The Etiquette of the Engage- 
ment and Wedding,” and with the book 
they receive a letter informing them of 
the name of the “Keepsake” jeweler in 
their community. A copy of this letter 
with the name and address of the inter- 





ested prospect is sent at the same time 
to the jeweler who thus has the oppor- 
tunity of selling diamond rings to known 
prospects. 

A series of 12 electrical transcriptions 
for use on the radio, prepared by a well- 
known Hollywood studio, is also offered 
free to authorized dealers. 

Available too, are attractive news- 
paper advertisements which tie in di- 
rectly with the magazine copy and illus- 
trations and new window and counter 
display cards and effective traveling dis- 
plays. ; 

Alert and modern jewelers realize that 
diamonds can be merchandised through- 
out the year much the same as other 
commodities, and the basic idea of the 
Keepsake merchandising system is to 
provide jewelers with a famous name in 
diamond rings at an established price, 
with effective stock control, and all the 
necessary means of doing a successful 
sales job. 











crease the desire to buy. 


profits! 
mile radius of Pittsburgh. 





Inviting Interiors... 








MEAN MORE PROFITS 


An inviting interior such as the one pictured above can 
work wonders with your sales volume. 
rooms enhance merchandise in the eyes of the customer, in- 


The new Unger Jewelry Store, located in the Oliver Build- 
ing, Pittsburgh, is a good example of modern simplicity. 
This fine merchandising layout compels the customer to see 
stock at close range, invites and holds his interest. 


Let us show you how a Proessler interior can increase your 
We welcome inquiries from points within a 300 


Telephone CEdar 1716 


C. PROESSLER & SON COMPANY 
1221-1227 PENNSYLVANIA AVENUE, PITTSBURGH, PA. | 


Manufacturers of Jewelry Store Fixtures for Three-Quarters of a Century 


Impressive store- 

















97 








DIAMOND-CUTTING 


expert work... fast service 


2 carat 
1 carat 
7g carat 
34 carat 
5g carat 
2 carat 
35 carat 
4 carat 


LITWIN & SONS 


114 West 6th Street, Cincinnati, Ohio 


.$ 9.00 per carat 
Rope O00 ol -taatot- Bar: & a 
. 11.00 per carat 
12.00 per carat 
14.00 per carat 

. 16.00 per carat 
- 18.00 per carat 
26.00 per carat 











Diamond Rings - - =Specializing in 
Diamond Rings 
you can sell. 

ees ss «= = Largest assort- 
ment and lat- 
est styles. 


Kenwood Watches -You can sell 
with satisfac- 


tion and right 
price. 


KLEIN BROS. CO. 


WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 


Jewelry 








FOR PROMPT— 
DEPENDABLE SERVICE 
Send Us Your Orders for 
ELGIN—*HAMILTON 
*ZONES 7-8-13-17 
WALTHAM PREMIER WATCHES 
1847 ROGERS BROS.— 
WM. ROGERS SON— 
COMMUNITY SILVER PLATE 
Also ali well known jewelry lines 


GERWE-FROHMAN CO. 
CINCINNATI OHIO 








AT YOUR SERVICE 
ELGINS — *HAMILTONS 


*Zones 6-7-8 
VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 

You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of quality and service. 
18 West Seventh St. Cincinnati, Ohio 











SPECIAL BOXED JEWELRY 


MISS VANITY for WOMEN 
LORD JASON for GENTLEMEN 
Write for Selection 
THE D. JACOBS SONS CO. 
811 Race Street, Cincinnati, Ohio 


Serving the Retail Jeweler for over 60 years. 











Diamond Mountings 
and Wedding Rings 


Special order designs on request. 


The Schumer Bros. Co. 


5 East Third Street, 
Cincinnati, Ohio 


Workers in precious metals. 

















q William W. Oskamp returned to the 
Queen City in time for the Christmas 
holiday rush. He took time off for a 
hunting trip in Tennessee and came back 
with a heavy cold. 

q The marriage of George Roth, watch- 
maker with Edward J. Eckerle, Elm- 
wood Place jeweler, and Miss Dorothy 
Reinert, several weeks ago has been an- 
nounced to the trade. 

q A nominating committee to pick a 
ticket for the Town Criers, named by 
President George E. Brown, consists of: 
Charles Payne, Buddy Knight, Robert 
Stocker, Julian Hesse and Charles Dis- 
peker. 

q A modernistic sign three stories high 
has been installed by the Oskamp Nolting 
Co., on its building at 26 W. 7th St. The 
long vertical section apparently is sup- 
ported by a half-circle marquee above 
the entrance. r 

q Thomas Reed Botts of Schumer Bros. 
Co. was greeted with a surprise when he 
returned from his last trip of the year. 
His family had moved into a modern 
home at Crooked Stone and Dunore 
Roads, Clifton. 

q Lee Allen, who has been associated 
with the publicity department of the 
Cincinnati baseball club for several years, 
is to become identified with the adver- 
tising department of Gruen Watch Co., 
at the beginning of the year. 

q Local jewelers and particularly mem- 
bers of the Town Criers expressed regret 
at the sudden death of John Selbert, 
jeweler at Frankfort, Ky. Selbert was 
a former Cincinnatian. The business is 
being carried on by Mrs. Mary Selbert. 
q William Mecklenborg, 32, salesman 
with Mecklenborg & Gerhardt, manufac- 
turing jewelers, was killed when struck 
by an automobile at Dana and Trimble 
Ave. He was city salesman for the firm 
of which his father Louis was a founder. 
He also was a brother of Norbert Meck- 
lenborg, member of the Town Criers. 

q Jerry Williams got from 10 to 25 years 
in prison for his part of the armed rob- 
bery of Fay Farrar, jewelry salesman of 
the Associated Credit Department store. 
Watches and rings worth $990 were 
stolen, a major part of them since re- 
covered. The two other robbers have 
not been apprehended. 

q The regional vice-president of ANRJA 
—being Henry Von Unruh in person— 
rode in an old tallyho as one of the floats 
in the Santa Claus parade of the Walnut 
Hills Merchants Association. Von al- 
ways takes a prominent part in affairs 
of the Walnut Hills group and was with 
Mayor James G. Stewart on this par- 
ticular occasion. 

q Recent visitors to Cincinnati were: 
Reese Williams, Maysville, Ky.; Carl 
Rohs, Cynthiana, Ky.; Carl Ostendorf, 
Vincennes, Ind.; Bill Godfrey and E. A. 
Potter, Elgin Watch Co.; Herb. Schulz, 
Ralph Biggs Co.; Connie Donahue, 
Adams Watch Co.; Earl Lohr and Paul 
Seibel, Hamilton Watch Co., and Ted 
Allison, who roams through the Central 
and South West and once in a while 
lights at his home in Florida. 

q The watchmakers’ annual ball, which 
has been developed into one of the social 
events of the season, will be held at the 
Hotel Sinton, Jan. 20. Harry Flote- 
mersch is general chairman of the affair. 
Profits go into a fund that the craftsmen 
are using in their prolonged effort to 
enact a watchmakers licensing law in 
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Ohio. They will continue to work for 
the measure which does not come up 
until the next regular session of the legis- 
lature in 1941. 

q Cincinnati Guild, Ohio Watchmakers 
Association, recently changed its fiscal] 
year so it would coincide with the calen- 
dar year, and following that will instal] 
officers for 1940 on Jan. 4. Officers are: 
Joseph A. Besse, president; Harry Flo- 
temersch, vice-president; Rudy J. Flax- 
meyer, financial secretary and treasurer; 
William Grogan, recording secretary; 
Elmer Fisher, corresponding secretary; 
N. J. Rabong, sergeant-at-arms. Louis 
Bloesing and Fritz Mende were elected 
to the executive board for three years, 
while Franz Miller and Frank Foegler 
will serve one year terms. 





Schick Warns Price-Cutters 


Schick Dry Shaver’s President Ralph 
J. Cordiner last month threatened suits 
for injunction and damages under the 
Fair Trade Laws unless the price-cutting 
practices of some Schick dealers halt. 

“All of the 30,000 retailers of Schick 
dry shavers,” said Mr. Cordiner, “are 
aware of the Fair Trade Laws of their 
states and the price maintenance terms 
under which they are to sell Schick dry 
shavers. Those who deliberately violate 
these terms will be disenfranchised from 
their dealerships.” 

Price maintenance contracts prevent 
dealers from reselling Schick products, 
to either consumers or other dealers, at 
prices lower than the following: Captain 
Schick, $12.50; Colonel Schick, $15; 
Colonel Schick de luxe, $16.50; Colonel 
Schick pocket dressing room kit, $17.50; 
Colonel Schick gift set, $22.50, and 
Standard Schick Shavette, $14. 

Mr. Cordiner said that Schick has not 
determined a definite program in re- 
gard to its future patent licensing pol- 
ily. No arrangements, he said, have been 
made to license makers of infringing 
shavers to make shavers in the future 
under Schick patents. 





LeBoeuf-Pilgrim Pen Co. Expands 


SprincrieLtp, Mass.—The LeBoeuf-Pil- 
grim Pen Company, Inc., of this city, 
manufacturers of fountain pens and pen- 
cils, has moved its office and plant to 38 
Lyman St. under its plan of expansion. 
The company is engaged in manufactur- 
ing a new pen for which patents were 
recently granted. 





Cut-Price Razor Sale Halted 


The Benco Sales Co. of New York was 
restrained from selling, after Dec. 9, 
Remington Rand electric shavers at 
prices less than the minimum retail prices 
fixed by the General Shaver Division of 
Remington Rand. 

This prosecution was in line with Rem- 
ington Rand’s Fair Trade policy. 











WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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OBITUARIES 


Aveust J. F. Harmeyer, 63, jeweler 
in Milwaukee, Wis., for 30 years, died 
Nov. 25, after a prolonged illness. A 
son, Eugene, has been continuing the 
business since his retirement in 1938. 

Joun W. M. Myers, connected with 
Schwarzschild Bros., Richmond, Va., for 
the last 20 years, died Dec. 15. 

DanieL Sitver, 77, who conducted a 
jewelry store in Lawrence, Mass., for 56 
ears until his retirement, died Dec. 11. 

Vernon Georce Davis, 40, operator of 
the Davis Jewelry Co., Muncie, Ind., 
died Nov. 19, of heart attack, induced 
by the exertion of bowling. He had 
served six years on the Muncie Board 
of Education. 

W. E. Avery, 80, retired jeweler of 
Columbia, S. C., died Dec. 1. He was 
an organizer of the South Carolina 
Jewelers Association, which he had served 
as president, and was also active in the 
organization of the South Carolina Op- 
tical Association. 

Joun C. Wacner, 82, retired, died 
Nov. 27 at his home in Evansville, Ind. 

Harry A. Harwoon, Newtonville, 
Mass., retired wholesaler, died Nov. 26, 
three hours after he was struck by an 
auto. 

Cuartes P. Hasettine, 82, veteran 
Kokomo, Ind., jeweler, died Nov. 29. 
He established his business in that city 
in 1877. 

Erastus T. Bearse, 79, who operated 
a retail jewelry business in Chatham, 
Mass., for more than 40 years, died 
Dec. 5. He was Chatham postmaster, 
1920 to 1935. A son, Theodore H. 
Bearse, continues the business. 

Frep S. Menpe, 58, Albany, N. Y., re- 
tail jeweler, died recently while motor- 
ing from business. A brother, Otto R., 
conducts another Albany jewelry store. 

A. N. Eacan, 67, former Charleston, 
S. C., jeweler, who received multiple 
fractures when his car crashed into a 
culvert, died two days later, on Dec. 10. 

Frank LaRue, Bourbon, Ind., jeweler, 
died Dec. 6, his 78rd birthday, of apo- 
plexy. 

Joun Goopman, 70, who in 1881 came 
to Minneapolis, Minn., and operated the 
Plymouth Jewelry Store, 525 Hennepin 
Ave., died during a visit to Chicago. 

Georce C. Srairs, 65, who conducted 
a jewelry store at 319 E. Douglas Ave., 
Wichita, Kan., for 31 years, died of a 
heart attack Nov. 24. 
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NOVELTIES 
LENOX Made in America 
LENOX, INC. Trenton, N. J. 











HAWKES CRYSTAL 
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for discriminating 


people—WRITE 
T. G. HAWKES & CO. 
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Cuaries E. Smirn, 66, Chicago repre- 
sentative for Krementz & Co., Newark, 
died suddenly Nov. 28, at the Evanston, 
Ill., hospital. He was associated with 
Krementz for many years and repre- 
sented it in New York before going to 
Chicago. 

Witi1am Ramsay, 77, nationally known 
retired Washington watchmaker, suffer- 
ing from ill health, killed his wife and 
himself at their Washington home Dec. 
15. Trained in watchmaking in Scot- 
land, Mr. Ramsay came to Washington 
as a young man and for many years 
operated stores on F St., retiring in the 
early twenties. For many years he was 
vice-president of the Horological Insti- 
tute and chairman of its board of ex- 
aminers, 








In the Field of Advertising 
and Trade Promotion 








Hamilton Watch Co.’s year-end adver- 
tising schedule included insertions in Sat- 
urday Evening Post, Collier’s, Esquire, 
Time, Life, The New Yorker, National 
Geographic Magazine and Mademoiselle. 
Hamilton’s full-page full color advertise- 
ment in the December Esquire capital- 
ized on a picture combination of Hamil- 
ton watches and associated fine jewelry 
items, including pins, brooches, cuff links 
and other desirables. “It is Hamilton’s 
prediction,” said Alan Q. Peek of Hamil- 
ton’s advertising department, “that this 
type of advertisement will soon become 
an integral part of all complete retail 
promotions through its double appeal to 
potential buyers.” The Starch Surveys 
showed Hamilton’s 1939 advertising high 
up in the “best-read” ranks. 

* + * 


Lasko Strap Co., 26 Exchange Place, 
Jersey City, N. J., is distributing a “‘point- 
o’-sale” display unit to jewelers. Strik- 
ingly designed and strongly constructed, 
this new Neet display, with built-in stock 
drawer, comes complete to the jeweler 
with an assortment of three to four dozen 
leather straps, including the best sellers 
in the new Neet line, such as antelope, 
tubular, pigskin, two-tone, cushion, tub- 
o-link, calfskin, solid-lug and rolledge. 

* + aa 

Marathon Co., Attleboro, Mass., makers 
of Kiddie Kraft children’s jewelry, have 
been increasingly active in the way of 
new designs and in sales promotions 
which extend into the consumer advertis- 
ing field. Although simplicity is still the 
keynote of Kiddie Kraft design, the 1940 
line, just out, reflects the modern style 
trend. Jewelers, so Marathon Co. reports, 
are finding the children’s field increas- 
ingly satisfactory for year-round business 
and are establishing Kiddie Kraft depart- 
ments or sections to take advantage of 
the growing demand. 

a * 7 

Parker Pen Co., Janesville, Wis., is 
supplementing its No. 424 fluorescent 
counter lamp for pen dealers with a new 
“glamor-girl” design, the No. 424-C. Re- 
taining the lines of No. 424, the new 
lamp is finished in ivory with a blonde 
maple base of selected graining, and with 
extruded bronze appointments. Both No. 
424, walnut, and No. 424-C, ivory, are 
offered to dealers with free merchandise, 
which when sold at retail will cover the 
entire cost of the lamp. The utility of 
these lamps for fluorescent window dis- 
play as well as for counter use is em- 
phasized. 

* * “ 

Vokar Electronic Products Mfg. Corp., 
Ann Arbor, Mich., has introduced a com- 
pact display fixture that requires little 
space but carries an effective sales mes- 
sage. Finished in silver and black, the 
display is in keeping with the black and 
embossed silver design of the camera box. 
Fixture is free to Vokar dealers. 
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IMPORTED 
China and Glass 


——~ LD 
ROYAL DOULTON 





English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
New York, N. Y. 
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CHINA 





Famous the World Over 
Available from New York Stocks 


ROSENTHAL CHINA CORP., 149 Sth Ave., New York 





JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 





in stock for immediate delivery. 
variety of patterns and designs. 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


Great 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
Importers, 105-107 Fifth Ave., New York 








EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 














SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York, N. Y. 


W. E. LINDEMANN 


GLASS 





CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 
THEODORE HAVILAND 


CHINA DINNERWARE 
Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. New York 














Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Ine. 
162 Fifth Avenue, New York City 














K&L 


GOLD 
STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 


in all our other metals 


FINE GOLD PLATINUM 
PALLADIUM IRIDIUM 


Ruthenium — Rhodium — Osmium — Silver 


Platinum in all degrees of hardness 
Platinum and Gold Solders 


Stamped with the K & L guarantee of Quality 


we soucr voor KC astenhuber & Lehrfeld 


SCRAP GOLD AND SMELTERS AND REFINERS 
acces 24 JOHN ST. NEW YORK, N. Y. 

















MORE KNOWLEDGE 
THE KEYNOTE OF SUCCESS 
FOR THE JEWELER OF TODAY! 


For the proprietor—a powerful advantage over 
his competitor. 





For the employee—today's basic requirement for 


PRO 0 F 0 F PR 0 7" IT S advancement in the trade. 


ROBERT VAN C. DAVIES, JEWELER, SUMMIT, N. J., writes: 


“A few years ago, I started to do watch repair- A. G. S. mail courses include: 


ing in my own home...I bought a Watch Master. 


Within six months I had my own store and Gemology Diamonds 
three watchmakers to handle the volume Jewelry Precious Metals 
of repair work. Need I say more for the Silverware Diamond Grading 
Salesmanship Display 
bier Buying Bookkeeping 
gS Vi 
\ > Master Advertising Stockkeeping 





And a short course in gemstones—for the sales assistant or 
jeweler who must postpone more detailed study. 


WATCH-RATE RECORDER 
Write for "Chart Book" 


American Time Products, Inc. AMERICAN GEM SOCIETY 


580 Fifth Avenue, New York 541 So. Alexandria Los Angeles, Calif. 
Distributor Western Electric Watch-rate Recorders 
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Devoted to the horologist who serves civilization 
by providing accurate measurement of time. 


Serew-Cutting and Tapping in Watch Repairing 


by JOHN J. BOWMAN 


Chairman, Educational Committee, Horological Institute of America 


HE screws in watches and clocks are practically 

all used for holding parts together, and not for 
transmitting motion, as screws have to do in certain 
other mechanisms. So the watchmaker does not neces- 
sarily have to study such matters as the pitch, which 
is the number of threads per unit length of the screw; 
nor the cross-section forms of threads. Our work is 
limited mostly to producing clean-cut threads on screws 
to fit well in tapped holes; or to the tapping of holes 
to match screws, allowing the dies and taps in cus- 
tomary use in the craft to govern what pitch and form 
of threads are produced. 

The few exceptions to the above are screws of spe- 
cial pitch or form, for details of watch-case work, or 
for special threads in certain manufacturers’ lines of 
watches. Tools for these are listed in the catalogs of 
watchmakers’ supply dealers, and will not need describ- 
ing here. What will be discussed now is methods for 
using the Swiss type screwplate, the tool used for most 
of the operations in practical watch repair work, which 
may be divided into two classifications: Cutting the 
exterior threads on screws, and tapping threads inside 
of holes. 

First to consider is cutting threads on screws, because 
this is also required for making taps. On cannot depend 
upon buying all the taps needed; frequently these have 
to be made on the job, in order to match a tapped 
thread exactly to the thread on a screw, both tap and 
screw to be cut from the same die. 

In watch repair work, the measuring of screws and 
tapped holes must be done by simply using the dies of 
the screwplate, and the taps, as gauges, instead of the 
separate measuring instruments, calculations and tables 
customary in toolmakers’ and machinists’ work. Good 
judgment is needed, in fitting screws in tapped holes, 
for selecting the diameter of a drill to make the cor- 
rect size of hole for each size of tap. If too large a drill 
is used, the tapped threads may not be fully enough 
formed—too much stock missing at the points of the 
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threads--to prevent a screw “stripping” and failing 
to hold. If too small a drill is used, the tap may “choke” 
in the hole and break under the strain of turning it. 
The standard tables for finding the correct size drill 
for a hole for each size tap, do not apply in watchwork; 
and tables covering the many different screws used by 
various manufacturers of watches have never been pub- 
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lished completely enough to depend upon; so for tap- 
drill sizes we must depend upon judgment developed by 
experience and practice. 

The first step in making a thread, whether for a screw 
or a tap, is of course the turning of a blank. This must 
be equal to the full diameter the threaded part of the 
screw is to have. Then use a die of whatever size will 
cut the tops of the threads to meet at clean points 
exactly at the surface of the turned blank, which 
assures a correct diameter of the screw. 

On the outer end of the blank, turn a moderate 
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taper (Fig. 1, A.) so that a die, of the screwplate B,B, 
will be entered about as far as shown. This will 
probably be found the correct die to cut the thread to 
its finished diameter and form. But first take the next 
larger die to cut a partial thread, to relieve the finish- 
ing cut of doing all the work; this to avoid undue 
strain and risk of breakage of the work, and to enable 
the final cut to produce a better-finished thread. The 
tapered part of the blank must be allowed for in mea- 
suring, so that it may be cut off after the thread is 
finished, without making the screw too short. If the 
work is on steel, it must be kept plentifully oiled. 
If on brass or similar soft metal, oil should not be used. 

In using the Swiss type screwplate, the blank may 
be kept in the lathe chuck and rotated while cutting a 
thread by turning the lathe pulley by hand. This is 
especially advisable nowadays since most watchmakers 
use a motor for driving the lathe, and very few motor 
outfits have speed and power controls sensitive enough 
to drive a blank for a small screw without considerable 
risk of breakage. 

It must be emphasized that the screwplate should 
be held lightly by the fingers, to feel the strain of cut- 
ting and to judge whether to stop sometimes and change 
to a larger die to “rough out” the thread before resum- 
ing work with the smaller die. Another way to relieve 
strain when felt to be too great, is to reverse the work— 
turn the blank backward a turn or two—then forward 
again. Most of the trouble in cutting threads is due 
to heavy-handed holding of the screwplate, and to rush- 
ing the cutting through without the delicate coaxing 
and management suggested above. 

When the screwplate is first applied to the work, 
take care to hold it at a right-angle to the length of 
the blank; after the thread is fairly started, the plate 
will remain in the right position; but if not held so at 
first, it may cut a thread slightly false in form. 

With the threaded part finished, the taper-turned 
end is to be turned off to bring the screw to the right 
length. The final form may be given the end with a 
cut-6 file, usually making the end slightly rounded; and 
it is well to give a touch of the file to the very end of 
the thread, to remove any burr or feather-edge there. 

Next, on the part of the blank C, Fig. 1, previously 
turned to the desired diameter for the screw head, with 
a saw or graver cut off the screw, leaving the head 
slightly longer than its intended length, to allow for 
finishing. Select a chuck that will fit the threaded part 
very exactly; chuck it in the lathe; turn the form 
desired on the top of the head—rounded, conical, or 
flat, etc. Turn a slight center on the head, for the 
purpose of locating the slot. Across this center, file the 
slot for the head. A regular screwhead file may be 
used. But some very particular workmen prefer to just 
start the slot with the file, and finish it with a fine saw- 
blade in a jewelers’ sawframe, to produce a slot with 
perfectly vertical sides, because especially on small work, 
the screwhead file makes the sides of the slot a little 
farther apart at the top than at the bottom of the slot. 

After the threading is completed, and until ready to 
file the slot, the operations named above are to be done 
of course with the lathe driven by power instead of 
turned by hand. After slotting, if the screw is of steel, 
it may be hardened and tempered if desired—dark blue 
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is a proper temper for most screws—and then the top 
of the head be given its final finish, by grinding or 
polishing or both; these operations have been explained 
in earlier articles of this series. After this, a second 
tempering, for color, will be required unless the finish 
is to be white. 

Good taps to match the dies in Swiss screwplates are 
hard to find ready to buy, but they can be easily made, 
of better cutting quality, and they will match the dies 
exactly. The job is to first cut the thread on soft steel, 
and then make three flat or hollow-ground faces on it, 
to produce cutting edges on the threads. 

A tap with flat faces is shown in Fig. 2, A; and with 
hollow-ground faces, in an enlarged end-view at B. 

To make a flat-faced tap, turn a blank on soft steel, 
as indicated in A, Fig. 2, and thread it. Then file on 
this three flat faces, each of which should be somewhat 











wider at the outer end of the thread, becoming narrower 
toward the shank of the tap, which will leave the 
threading nearly full there. File the end of the shank, 
as at the left side of A, down about one-third of its 
diameter. Harden the tap. Lay each face on an oilstone, 
and using your fingers to move the tap, grind out the 
marks of filing, carrying the ground area fully to the 
points of the threads on both sides of the faces. On 
large taps, a medium-grain oilstone will leave sufficiently 
smooth cutting edges; on medium size taps, a second 
stoning on hard Arkansas oilstone is advisable. For 
very small taps, filing may be omitted and the faces pro- 
duced entirely by stoning. The final operation is to 
temper the tap, for average work, to a light brown color. 
These flat-faced taps if well made will do excellent 
work. It is true that a somewhat more free-cutting 
action is produced by making the taps with hollow- 
ground faces, however; and these are not much more 
trouble to make, if one has certain simple equipment. 





H. |. A. CERTIFIES SEVEN WATCHMAKERS 


WasHiInGron—Seven men were awarded the title of 
Certified Watchmaker by the examining board of the 
Horological Institute of America, meeting here Nov. 25. 
Junior watchmaker certificates were awarded to ten 
others. The awards were granted to the following: 


CERTIFIED WaTCHMAKER 


Name Address 


Bruce L. Badley Lander, Wyo. Self 
Charles O. Goodrich Portsmouth, Va. R. W. Chapman 


Employed by 


Paul J. Hendricks Clovis, N. M. May Bros. 
William C. Holub Hudson, Iowa Charles Tenenbaum 
J. W. McCary Shreveport, La. E. M. Venable 
Richard H. Milhone Canton, TI. Self 


Robert W. Mintmier Peoria, Ill. Student at Bradley Inst. 


Junror WaTCHMAKER 


Donald S. Aitken Carbondale, Pa. 
John T. Baker Peoria, IIl. Student at Bradley Inst. 
Alfred J. Berger Houston, Texas O. P. Sellingslot 

Willie Edwin Jenkins Charlottesville, Va. Keller & George 

Ralph Pertcheck Toledo, Ohio Peoples Jewelry Co. 


Birkett, Jeweler 


Harold H. Riedel Peoria, Il. Student at Bradley Inst. 

Clarence J. Tinetti Peoria, Il. Student at Bradley Inst. 

Gerald E. Trump Peoria, IIl. Student at Bradley Inst. 

Joseph A. Wenzl Elgin, Til. Student at Elgin Watch- 
makers College 

Peoria, Til. Student at Bradley Inst. 


Robert B.* Whelan 
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PPLYING FLUX—I apply my borax flux with a 
small medicine dropper, and for small work almost 
always have trouble getting too much on. I wonder if 
you know of any experience using a fountain watch oiler 
for this purpose, and would like to hear of it. (Question 
No. 5272.) A. A. 


Answer—Evidently you are for some reason fond of 
the idea of a reservoir applicator for your hard-soldering 
flux. In this you differ from almost all jewelry workers 
—who, for actually centuries, as today, have used a 
small fine-haired brush for applying flux. The drawback 
to using a large medicine dropper, you have discovered 
by experience. While we know of no one who has used 
a fountain watch oiler for this purpose, we imagine that 
the somewhat granular nature of borax flux would cause 
clogging in the exceedingly small tube of the watch 
oiler; and would recommend using a camel’s hair brush 
for applying flux, always. 


NTIQUE VALUE—What is the antique value of an 

Elgin 16 size movement No. 1210009, in a gold- 

filled case with no maker’s name on it? (Question No. 
5273.) W. M. 


Answer—This watch, in our opinion, has no value as 
a collectors’ specimen. To have such value, any Ameri- 
can watch must be a very early one in its maker’s out- 
put; and to conform to this, an Elgin watch would have 
to have a very much lower serial number than your watch 


has. 


AND CASTING—I want complete directions for 

casting jewelry in sand. Do not wish to be advised 

to read any books about this, but just short directions 

how to do it, as I only have a job once in a long while, 
of this kind. (Question No. 5274.) R. O. B. 


Answer—There is really nothing that we can give 
you exactly as you wish. Casting in sand is quite an art, 
and it cannot be explained in a practical way in a few 
words. Probably the best advice we can give you is to 
buy one of the small inexpensive complete outfits for 
doing this work in a small way, with which are-included 
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WORKSHOP 
OUESTIONS 
AND 
ANSWERS 


instructions for using the equipment. Two of the best 
small outfits obtainable are those sold by Kansas City 
Specialties Co., P. O. Box 6022, Kansas City, Mo.; and 
by Wm. Dixon, Inc., 32 E. Kinney St., Newark, N. J. 
These firms could send you descriptions and prices of 
what they have to offer. 


LD GILBERT CLOCK—I would like to know the 

age of a clock I have which has, on a label in the 

case, the name “Wm. L. Gilbert Clock Co., Winsted, 
Conn.” (Question No. 5275.) M. O. 


Answer—tThe Gilbert firm, of Winsted, Conn., has 
been in existence for nearly a century, under a variety 
of firm-names. The name on the label of your clock was 
adopted in 1871. How much, if any, later than 1871 
your clock was made, might be ascertained by mailing a 
photograph of the clock to the company, which is still in 
business at Winsted. They might be able to tell, from 
their catalog files, during what period they were making 
clocks of the design your photograph would show, which 
would fix approximately the age of the clock. 


AINSPRINGS—What is the rule to follow for 

judging whether a watch mainspring is set badly 
enough to need replacing with a new spring? That is, 
when the spring is taken out and allowed to take its 
form, how many times the diameter of the barrel must 
it open up to be in good enough condition to replace it 
for use again? (Question No. 5276.) C. M. 


Answer—It is not safe to depend upon any exact 
rule for judging whether a mainspring is “set” sufli- 
ciently to require replacement. Should a rule be at- 
tempted, as to say that the spring should open up to 
a diameter, say, four times that of the barrel, this 
might be correct for one watch but not for another. It 
is better to “educate” your eye to see what is right for 
a spring itself without considering the barrel. You, of 
course, know what a new mainspring looks like; the 
coils spread out widely. On the other hand, a spring 
even of excellent quality that is in use for some months 
will not open as widely after removal from the barrel, 
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so the form of a new mainspring must not be taken as 
the standard in judging, although the nearer the old 
spring comes to this, the better. You no doubt have in 
your mind’s eye the form of a decidedly set mainspring, 
as well as that of a new spring; and just between these 
_say between one-half and two-thirds of the diameter 
a ‘new spring of same gauge—should be taken as the 


of 
limit of setting that is allowed to pass. 





HRONOMETER PRICES—What is a fair price 

to pay for a ship’s chronometer made by Parkin- 
son & Frodsham, London? I have been offered one and 
would like to buy it for a window timepiece for my 
store but owner wants me to set a price, as he says he 
doesn’t know anything about such articles. (Question 
No. 5277.) M. G. 

Answer—Ordinarily we would say that a fair price 
for a chronometer, as for any other rather rare time- 
piece, would have to be settled by getting offers from 
persons desirous of buying, and taking the highest offer. 
But this apparently would not fit the conditions in your 
case, so we will try to help you by saying that we 
know of many cases in which marine chronometers in 
good working order but perhaps not quite accurate 
enough for further use for navigating ships, sold for 
somewhere between $75 and $100. This will give you 
something to start with, and whether to pay the lower 
or the higher amount would have to depend upon the 
exact condition the mechanism is in, the response of 
the owner of this approximate offer, etc. If the acting 
parts of the piece are in good state of preservation, this 
should be a good chronometer, as Parkinson & Frod- 
sham were makers with a high reputation for good work. 


LEANING SOLUTION—How many days should 
watch cleaning solution and rinsing solution be 
used in an L. & R. machine before throwing out; or if 
you would rather put it this way, for how many watches 
can one charge of this solution be used? (Question 


No. 5278.) W. S. 


Answer—This question is like another one often 
asked, “How many watches should a watchmaker repair 
in a day?”—and neither question can be well answered 
exactly in the form it is asked. Just as the answer to 
“how many watches” depends altogether on the aver- 
age grade and type and condition of the watches— 
which may differ greatly in various shops, so does the 
answer to “how long to use the solution” depend upon 
things like the average size and “dirtiness” of the 
watches cleaned in a batch of solution. If many of the 
watches are large, or exceptionally dirty, a charge of 
solution naturally will not last as long for good service 
as otherwise. So we suggest judging when to throw out 
a solution by noting its effect on the work, instead of 
counting how many watches have been cleaned in it. 
When a solution begins to work poorly—when it slows 
up in its cleaning effect—then is the time to replace it 
with fresh solution. 


OLISHING WASTES—What can you recommend 
for getting the most value out of gold, silver, etc., 
that is removed from work polished in the jewelry re- 
pair shop? I keep paper below my polishing head, 
collect it with all sweepings, etc., to send to a refiner, 
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In BOOK FORM at Last! 
“Refining 
Precious Metal 


” Gold 

Silver 

Wastes’ ».it 

Metals 

A Handbook for the Jeweler— 

Dentist — Small Refiner — By 

C. M. HOKE, chemist, Jewelers 
Technical Advice Co. 





reer 


Hoke Instructions on how to do your own refining in your 
own shop (formerly costing $75 or more) are now avail- 
able in this big handsome illustrated book. 


Tells the beginner how to refine his filings, scrap, 
solutions, etc.; recover all values; get pure 
metals quickly at small expense. 
Tells the veteran about electrolytic and other methods 
used by big refiners; gives list of books, information on 
rhodium, iridium, ruthenium, osmium; names of buyers, 
dealers; laws and regulations; etc. 


Crammed with facts you have wanted for years! 
Ask for Folder B or send $5.00 to 


METALLURGICAL PUBLISHING CO. 


125 William St. New York, N. Y. 








“THE PATHWAY TO SUCCESS” 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Dept. C Peoria, Ill. 














Special 14th. Edition 


ART MONOGRAMS AND LETTERING 


By J. M. Bergling 
Price $2.00 Postpaid 


Invaluable as a means of suggesting engraving 
styles to customers—a useful guide in the work- 
shop. Contains several modern style charts for 
engraving regularly sold at 50 cents each—also 
inscriptions for trophies, full alphabets in script, 
Old English, Blackstone, etc. Cipher monograms 
in full alphabet styles for seal and signet rings, 
panel monograms for metal and wood and key 
to drawing monograms. Size 8%x1l1 inches— 
36 pages—heavy paper binding. 


THE JEWELERS’ CIRCULAR — KEYSTONE 


56th & Chestnut Sts.. 239 West 39th Street, 
Philadelphia, Pa. New York, N. Y. 
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but have seen in manufacturing shops that they have 
a suction system to collect polishing waste, but would 
this pay in a repair shop? (Question No. 5279.) M.S 
Co. 

Answer—tThe elaborate systems of suction waste 
collection installed in jewelry factories would call for 
an investment too heavy to be profitable in the average 
repair shop. But you can buy equipment on a smaller 
scale made in units applicable to small shop use, not 
as costly as the equipment designed and built to order 
for large factories. These small units have been proved 
profitable by cash returns. The largest maker of them 
is The Leiman Bros. Corp., 23 Walker St., New York. 


ACK-LEVER ESCAPEMENT—I have an old 
English watch that has a peculiar escapement. 

The pallets have a lever like ordinary lever escape- 
ments, but instead of a fork and roller, there is at the 
end of the lever a portion of a toothed wheel; its teeth 
gear with a pinion that forms the balance staff, and 
turn the staff as they move back and forth with the 
pallets. What is the name of this escapement, and why 


was it not continued in use? (Question No. 5280.) 
m. G, P. 


Answer—The escapement is a rack-lever escape- 
ment, patented in 1794 by Peter Litherland of Liver- 
pool, England, and made under license from him by 
numerous English watch manufacturers. This escape- 
ment was in considerable use before the fork-and-roller 
type became established. It proved inferior to the lat- 


ter for timekeeping, because it was a frictional escape- 
ment whereas the fork-and-roller employed the detached 
principle, which was the reason it did not remain in 
use after experience proved the superiority of all de- 
tached escapements to those of the frictional type. 


HIME CLOCK—Lately I had in my shop for re- 

pairs a tubular chime clock with three weights, 
one for time train, one for the hour strike and one for 
the chimes. I have gone over everything carefully sey- 
eral times, but cannot find whatever it is that causes 
the chimes to strike sluggishly and almost stop at times 
while they are playing the tunes at the quarter hours, 
The only worn holes were at pivots of the wheel that 
turns the fan pinion; these I bushed and the gearing 
seems to be perfectly free, as are all the other pivots 
and gears. Can you advise anything I might have over- 
looked? (Question No. 5281.) P. S. Co. 


Answer—Since the trouble you report is not uncom- 
mon, we believe you will find that it is due to having 
hung the hour-strike weight or the time-train weight 
on the chimes barrel. This may be done by mistake in 
clocks which have weights in brass cases of uniform 
size, but in which the amount of lead varies—much 
more lead in the case intended for the chimes than in 
either of the other two. In most chime clocks more 
power is needed for the chimes than for the hour- 
strike or the time-train. You will probably find that 
placing the heaviest weight on the chime barrel pulley 
will correct your trouble. 





ust Published—NE W—Up-to-the- Minute! , 


YOUR INCOME TAX 





charges. 


HOW TO KEEP IT DOWN 


1.By knowing each and every deduction to which you are justly entitled. 


2.By learning how to prepare your income tax return quickly and 
correctly ... thus avoiding future assessments, penalties and interest 


— This Book Includes 





Check Lists of exemptions and deductions, 
to make sure you overlook nothing to which you are justly entitled. It contains: 








“Your Income Tax,” by J. K. Lasser, 
C.P.A., is new, completely up-to-date, covers vidual. 
every Federal income tax requirement and 
every change of the past two years. Written in 
simple, untechnical language, it is the quickest 
and most accurate help ever devised for in- 
come tax payers. 


178 Items Which You May Exclude From 
Your Gross Income. 


75 Different Taxes Deductible by an Indi- 


9 Types of Charitable Contributions Which 
Have Been Approved as Deductions. 


225 Deductions Which May Be Made If You 


Are Engaged in a Trade, Business or Pro- 
fession. 

40 Changes in the law during 1939 affected 
by statutes, rulings, and decisions. 

15 Recommendations as to Security Transac- 
tions, 

122 Deductions Which May Be Made by Sal- 
aried Men and Women. 

| itetetete tt A a a rd 








book and department stores . . . or direct from blank. 
the publishers, Simon and Schuster, Inc., 
Dept. 38, 386 Fourth Ave., New York City. 
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This book will save a great deal of your P SIMON AND SCHUSTER, Inc., Dept. 38, 
time, enable you to keep your tax down, yor) rice ; 386 Fourth Avenue, New York, N. Y. 
avoid the trouble of later assessments. We ' Please send me immediately............ copies of ‘‘Your 
offer it on this double guarantee: 1. Look a Income Tax” at $1 per copy, * which I enclose my remit- 
through it. If you do not agree it will be of P| tance. It is understood that if this book does not definitely 
definite help—return it, your money will be Py save me both time and money, I may return it to you and 
refunded. 2. OR—after you have made out & ~=©you will refund my money in full at once. 
your geo -_ this ogee help, if it has not | 
actually saved you time and money, return it : — ¥ 
then, we will refund its full price to you. pn 9 yo Spgs pone : Name 
ACT NOW—This book is available at all every line in your tax 1‘ Address 
+ 
« 
|] 


Sta 
” iiss “If resident of N. Y. ‘City, a 2¢ Sales Tax. 

















A.G.S. Conclaves 
Slated for Newark 
And Chicago 


Two educational conclaves of the 
American Gem Society, such as have 
been held with notable success in the last 
couple of years, will again be held early 
in March. That of the Central Division 
will be held at the Stevens Hotel, Chi- 
cago, March 3, 4 and 5, and the Eastern 
Division conclave will be held at the 
Robert Treat Hotel, Newark, N. J., 
March 10, 11 and 12. 

The recently appointed educational 
committee will direct the educational 
features of the gatherings, and members 
will assist by lecturing or conducting 
other educational features. These com- 
mittees are: 


Central Division: Carleton Broer, 
Toledo, chairman, Ed F. Herschede, Sr., 
Cincinnati, vice-chairman; Harold I. 
Rosencrans, Longmont, Colo., secretary ; 
Nolte C. Ament, Louisville; Charles 
Carolyne, Youngstown; George A. Doer- 
ing, Detroit; Milton F. Gravender, Min- 
neapolis; M. D. Hohenstine, Columbus; 
William H. Johnson, Toledo; Martin R. 
Mager, Jackson, Mich.; William H. 
Meyer, Minneapolis, and E. N. Smith, 
Toronto. 

Eastern Division: Lovell Baker, Mont- 
real, chairman; Frank Libbey, Boston, 
vice-chairman; Edward Wigglesworth, 
Boston, secretary; C. A. Allen, Cranbury, 
N. J.; Leon Davis, Binghamton; Harold 
D. Feuer, New York; Henry Stevenson, 
New York; Fred B. Thurber, Providence, 
and Samuel J. Tyack, Boston. 


General management of the educa- 
tional program will be in charge of the 
following conclave committees, members 
of which will demonstrate at the clinics, 
assist the students, and help in other 
ways: 

Central Division: Clayton G. Allbery, 
Cleveland ; Alex H. Bockstruck, St. Paul; 
Beverly D. Brachlow, Minneapolis; Paul 
Cohard, Peru, Ill.; Glynn Cremer, La 
Crosse, Wis.; Leslie Dewey, Minneapolis ; 
J. F. Ellis, Ontario; W. J. Glick, Junction 
City, Kan.; Ed F. Herschede, Jr., Cin- 
cinnati; Karl G. Johnson, Minneapolis; 
Earl E. Jones, Pekin, Ill.: Edwin E. 
Olson, Milwaukee; Richard M. Pearl, 
Boulder, Colo.; E. Paul Shaw, Minne- 
apolis; Guy Swartzlander, Kendallville, 
Ind.; Capt. Ted Syman, Denver; J. Wil- 
lard Tobin, Springfield, Ill.; John F. 
Vondey, San Bernardino, Cal.; J. W. 
Ware, San Diego, and F. Otto Zeitz, Chi- 
caZzo. 

Eastern Division: C. Alden Aldrich, 
Providence; Donald J. Cooper, Bayonne, 
N. J.; F. Forest Davidson, Boston; 
Edward Gubelin, Lucerne, Switzerland; 
A. Ronald Reed, Providence, and J. 
Arnold Wood, Poughkeepsie. 


The planning of the general conclave 
programs, which will include the busi- 
ness sessions, and clinics on nomencla- 
ture, advertising and other topics, will 
be in charge of the divisional officers, 
who are as follows: 


Central Division: H. Paul Juergens, 
president; George A. Arbogast, vice- 
president; Hans J. Bagge, secretary, and 
Jack H. Lund, treasurer, all of Chicago. 

Eastern Division: John S. Kennard, 
Boston, president; Lovell Baker, Mont- 
real, vice-president; Jerome Wiss, 
Newark, secretary, and William H. 
Bright, Washington, D. C., treasurer. 

C. I. Josephson, Moline, Ill., chairman 
of the National Committee, A.G.S., will 
preside at business sessions. The Chi- 
cago and Newark Guilds, of which Mr. 
Juergens and Jean Tack, respectively, are 
presidents, will play host, planning en- 
tertainment and accommodations. 

The national chairman, Mr. Josephson, 
has just announced the nomenclature 
committee to be comprised of the follow- 
ing: William H. Wright, Galt & Bro., 
Inc., Washington, chairman; P. C. Reitz, 
Juergens & Anderson, Chicago, assistant 
chairman; Jerome Wiss, Wiss Sons, Inc., 
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DO THESE BELONG TO YOU? 


These watch tags, which were found in St. 
Johnsbury, Vt., recently, were turned over to 
agents of the Pinkerton National Detective 
Agency who were in the town investigating the 
burglary of a store which holds membership in 
the Jewelers’ Security Alliance. As an investiga- 
tion showed the tags did not belong to any local 
jeweler, the Pinkertons are trying to trace them 
to their rightful owner in another city, which may 
give a lead to the solution of the St. Johnsbury 
robbery. Information should be forwarded to 
Herbert S. Mosher, manager of Pinkerton's de- 
partment of Criminal Investigation, New York. 





Newark, secretary; E. N. Smith, Birks, 
Ellis Ryrie, Toronto, assistant  secre- 
tary; Nolte Ament, Geiger & Ament, 
Louisville; A. W. Armington, Shreve, 
Crump & Low, Boston; H. F. Arold, 
Hardy & Co., Seattle; W. C. Ashbury, 
Birks-Dingwall, Ltd., Winnipeg, Can.; 
H. J. Bagge, J. Milhening Co., Chicago; 
Lovell Baker, Henry Birks, Montreal; G. 
Cc. Brock, Brock & Co., Los Angeles; W. 
F. Broer, Broer-Freeman Co., Toledo; 
Francis Carson, A. Stowell & Co., Boston ; 
Charles Childs, Van Heusen Charles Co., 
Albany; C. J. Cornell, Cowell & Hubbard, 
Cleveland: A. H. Dickinson, II, Buffalo; 
A. A. Everts, Dallas; William G. Fuller, 
Mermod, Jaccard & King, St. Louis; 
Hugh Gibson, Henry Birks & Sons, Hamil- 
ton, Ont.; Paul S. Hardy, Hardy & 
Hayes Co., Pittsburgh; E. F. Herschede 





of Cincinnati; William Drosten, Sr., 
Drosten Jewelry Co., St. Louis; R. L. 
Hudson, Edwards & Lebron, Chat- 
tanooga; Karl Johnson, S. Jacobs & Co., 
Minneapolis; John Kennard, Hodgson- 
Kennard & Co., Boston; Julian Knox, 
George T. Brodnax, Inc., Memphis; Oscar 
Kind, Jr., S. Kind & Sons, Philadelphia ; 
C. Knorpp, Wright, Kay & Co., Detroit; 
F. R. Limle, Loring Andrews Co., Cin- 
cinnati; William E. Marcus, Marcus & 
Co., New York; William H. Meyer, J. B. 
Hudson Co., Minneapolis; G. H. Niemeyer, 
Handy & Harman, New York; James N. 
Nutt, J. R. Wood & Sons, New York; 
C. D. Peacock, 3rd, C. D. Peacock, Inc., 
Chicago; Orrin Wiseman, Plumb Jewelry 
Co., Des Moines; R. Rank, Rank & Mot- 
teram, Milwaukee; A. R. Reed, Tilden- 
Thurber Corp., Providence; I. F. Roure, 
Shreve, Treat & Eacret, San Francisco; 
William Schwanke, Schwanke-Kasten 
Corp., Milwaukee; E. H. Schewe, Louis 
Esser Co., Milwaukee; Maurice Spaice, 
Larter & Sons, Newark; Ed B. Tiffany, 
Howard H. Patch, Ltd., Montreal; M. E. 
Vedder, Traub Mfg. Co., Detroit, and Leo 
J. Vogt, Hess & Culbertson, St. Louis. 


Weisberg Opens Fourth Store 


Burrato—Nat W. Weisberg, president 
and treasurer of Nat Weisberg, Inc., 
marked his silver jubilee in the jewelry 
business here by opening his fourth store 
Nov. 2 in a new building at 977 Broad- 
way. At the same time, Mr. Weisberg 
moved another of his stores from 3088 
to 3095 Bailey Ave. The other stores are 
at 365 Main St. and 832 Tonawanda St. 


Tress Jewelry Co. Is 60 


Orrawa, Itt.—A glance at the store 
records of the Tress Jewelry Co., 60 
years old Nov. 1, shows that in that time 
6000 watches have been sold and 36,223 
have been repaired. The present owner, 
P. M. Tress, joined his father, the late 
William T. Tress, in 1914. 


Hall 40 Years a Jeweler 


Pasapena, Cart.—J. Herbert Hall is 
celebrating his 40th year as a retail 
jeweler, the anniversary date falling on 
Nov. 14. His many friends in the trade 
made the occasion a memorable one to 
him personally. The event was publi- 
cized in the local papers. 

















PARIS SAYS NO BLACKOUTS ON DIAMONDS 
Mannequin at Paquin's mid-season opening models a red wool lace dinner gown with butterfly 
jabots under the chin and at the waist, each clasped with a Boucheron diamond brooch. 
Boucheron diamonds were used throughout the Paquin collection. Edwin Tompkins is New York 
agent for Boucheron jewels. 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 


closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








- Situations Wanted. 


Under this heading, 75e. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 





WATCHMAKER, good mechanic, five 
years’ experience. Address “P., 2064,” 
care Jewelers’ Circular-Keystone. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





WATCHMAKER, can do all types of 
watch, clock repairing; will go any- 
where; salary $20 per week. J. B. 
Turner, R. 2, Box 69, Pink Hill, N. C. 





WATCHMAKER, salesman, four years’ 
retail store experience; excellent refer- 
ences; New York City or vicinity; 
salary secondary. Address “D., 1853,” 
care Jewelers’ Circular-Keystone. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, IIl. 





GRADUATE watchmaker, do some sol- 
dering; three years’ experience; have 
tools; 22 years old: married. Write, 
Paul Hunt, Waterville, Kans. 





FIRST CLASS jewelry jobber and en- 
graver; 25 years’ experience; best ref- 
erences. Address “F., 1991,’’ care Jewel- 
ers’ Circular-Keystone. 





YOUNG MAN assistant to watch im- 
porter; several years of diversified ex- 


perience; personable. Address “N., 
2055,” care Jewelers’ Circular-Key- 
stone. 





NEW YORK jeweler, maker of high class 


handmade, platinum jewelry, wishes 
permanent position; will travel where 
opportunity is offered. Address “D., 


2068,” care Jewelers’ Circular-Keystone. 





SALESMAN wishes position in retail 
jewelry store or credit store; 15 years’ 
experience selling all kinds jewelry; 
available at once. Address “G., 2076,” 
care Jewelers’ Circular-Keystone. 





SALESLADY, also  bookeeper, experi- 
enced in selling diamond jewelry, de- 
sires position in any city; excellent 
references. Address “L., 2006,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, 14 years’ experience, 
steady, reliable; moderate salary or 
commission; good references; New 
England preferred. Address “H., 2000,” 
care Jewelers’ Circular-Keystone. 





HIGH TYPE man of genuine selling 
ability ; available now for active jewel- 
ry store; capable handling better class 
installment trade. Address “C., 2034,” 
care Jewelers’ Circular-Keystone. 





SALESLADY, adaptable to wholesale or 
retail business, experienced in diamond 
jewelry, also assist with stock records 
and bookkeeping. Address “T., 2026,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, 28 years’ experience on 
all makes watches, clocks, also light 
jewelry repairing; prefers position New 
York City. Address “A., 1985,” care 
Jewelers’ Circular-Keystone. 





EXPERT ENGRAVER, 30 years’ experi- 
ence; can do any kind of fine work; 
good habits; samples and references on 
request. Address “T., 1980,” care Jewel- 
ers’ Circular-Keystone. 





YOUNG MAN, married, wishes position 
with watch importer or wholesale 
jewelry house; A-1l_ references; 18 
years’ experience. Address ‘“C., 1965,” 
care Jewelers’ Circular-Keystone. 





DIAMOND MAN, 12 years’ experience 
with large jewelry manufacturer; as- 
sorting loose diamonds, also mounted 
work; excellent references; available 
immediately. Address “L., 1964,” care 
Jewelers’ Circular-Keystone. 





ENGLISH-AMERICAN, 28 years’ experi- 
ence, small baguette repeaters, railroad 
springing, timing, turning staffs; com- 
plete tools; some engraving; jewelry 
repairs; $40. Clam, 542 Wabash, At- 
lanta, Ga. 





SALESMAN, young, all around man; 
windows, advertising; thoroughly ef- 
ficient, live-wire; 10 years’ experience; 
a real find for progressive individual 
or small chain. Address “R., 1978,” 
care Jewelers’ Circular-Keystone. 





YOUNG MAN, capable cash and credit 
salesman, watchmaker; 10 years’ ex- 
perience in own business; now em- 
ployed by credit store. Address “W., 
a care Jewelers’ Circular-Key- 
stone, 





YOUNG MAN, 22, four years’ gold manu- 
facturer; creative ability; attractive 
personality; adaptable for selling; 
wholesale or retail; willing to travel. 
Address “B., 1986,” care Jewelers’ Cir- 
cular-Keystone. 





ENERGETIC, young and ambitious, goog 
appearing credit jewelry salesman; 10 
years’ experience; available January 
15; excellent references; go anywhere, 
Address “J., 2040,” care Jewelers’ Cir. 
cular-Keystone. 





MANAGER, salesman, 15 years’ special. 
ized experience credit jewelry mer- 
chandising, credits, collections, promo- 
tions, advertising, etc.; immediate sat- 
isfactory results assured. Address “A, 
2010,” care Jewelers’ Circular-Keystone. 





MANAGER, buyer, installment; 15 years’ 
experience; A-1 salesman; capable of 
taking complete charge credits, collec. 
tions, trimming effective windows; ad- 
vertising, sales promotion. Address “B., 
2011,” care Jewelers’ Circular-Keystone. 


JOBBING JEWELER, stone setter and 
plater, 25 years’ experience in factory 
and trade shops, desires connection in 
any southern city; reasonable salary; 
retail store preferred. Address “C,, 
2012,” care Jewelers’ Circular-Keystone, 








SALESMAN, large following among bet- 
ter cash and credit jewelers, Middle 
West and Southern territory, desires to 
represent manufacturer of gold and 
gold filled jewelry. Address ‘‘D., 2013,” 
care Jewelers’ Circular-Keystone. 





DIAMOND SETTER, exceptional ability; 
references from the finest manufac- 
turers in New York; employed, but 
prefer smaller city; will also consider 
business opportunity. Address “W., 
2029,” care Jewelers’ Circular-Keystone. 





CERTIFIED watchmaker, 38, married, 20 
years’ experience; careful, accurate, 
fast workman; also engraving, stone 
setting and jewelry, now or soon; Illi- 
nois or nearby. Address “A., 2032,” 
care Jewelers’ Circular-Keystone. 





CERTIFIED watchmaker, Bowman 
trained, 16 years’ watchwork; experi- 
enced in managing service department 
in large store; age 32; married; $50. 
Address “G., 1999,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, young man, three 
years’ school and store experience, 
wants steady position under first class 


man; East preferred. Address “J., 
2003,” care Jewelers’ Circular-Key- 
stone. 





COLLECTION and credit executive, with 
15 years’ experience, available; excel- 
lent background and record of achieve- 
ment; also buying and promotion. Ad- 
dress “J., 2078,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN, thorough acquaintance New 
York field, seeks connection; estab- 
lished diamond concern or one just be- 
ing established; or act as broker, high- 
est references. Address “H., 2077,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN, college graduate, retail 
credit jewelry store and certified public 
accounting experience, desires position 
with a progressive firm offering good 
opportunity. Address “C., 2067,” care 
Jewelers’ Circular-Keystone. 





A DYNAMIC salesman, competent cred- 
its, window trimmer, unafraid long 
hours, age 27, 10 years’ managerial ex- 
perience, desires change; prefers Flor- 
ida. Address “G., 2071,” care Jewelers’ 
Circular-Keystone. 





A SINCERE, good watchmaker, esti- 
mator, experienced repair manager, 
wants change; had three jobs in 16 
years; English; married; distance no 
object. Address “H., 2072,” care Jewel- 
ers’ Circular-Keystone. 





BOOKKEEPER female, 12 years’ experi- 
ence, take complete charge of office; 
seven years’ with jewelers’ and watch- 
makers’ supply concern; initiative; 
references. Address “A., 2046,’ care 
Jewelers’ Circular-Keystone. 





SALESMAN, manager, 15 years’ experi- 
ence credit jewelry, familiar all details 
of business; now in New York con- 
cern; available after January 15; will 
go anywhere. Address “H., 2039,” care 

Jewelers’ Circular-Keystone. 





A TOP NOTCHER;; executive type sales- 
man of commanding personality and 
enviable record, open for position in 
reputable credit store; in his early 
thirties; employed now. Address “D., 
2049,” care Jewelers’ Circular-Keystone. 
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BUSINESS OPPORTUNITIES—Cont. 


HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold; 31 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 


WM. N. JOHNSTON, Sharon, Pa., na- 
tionally known jewelry auctioneer; 
right now is the time, and I will give 
you a successful sale; no losses; you 
will make a profit; inquiries confiden- 
tial. 


INCOME TAX reports prepared by ex- 
perienced analyst; bookkeeping systems 
installed, periodically serviced, audited ; 
moderate fee. J. M. Stern, Certified 
Public Accountant, 570 Seventh Ave., 
New York. Longacre 5-4055. 


SAMUEL M. AKERS, sales specialist ; 
best method of sale suggested for your 
business; cash advanced before date of 
sale; guaranteed results; references; 
business confidential. 803 Citizens 
Bldg., Cleveland, Ohio. 


GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; bank 
and trade references of the highest 
character. Write 37 Maiden Lane, New 
York. Telephone Bowling Green 9-7151. 


























1S YOUR STORE or surplus stock for 
sale? Will purchase any size stock; 
none too small or too large; will pay 
cash; all correspondence confidential. 
Write, B. Kupferman, Goldland Jewel- 
ry Co., 387 Washington St., Boston, 
Mass. 





WATCHMAKER, age 53, married, wants 
to buy watch shop location; have 
built and sold location before, but want 
one now to keep; would suggest salary 
or commission until we get acquainted. 
“Watchmaker,” 33 N. Church St, 
Lexington, N. C. 


DO NOT MELT your old silver; will 
pay 30c. to 80c. per ounce flatware; 
40c. per ounce and up for hollowware, 
according to condition; will also buy 
old plated hollowware; will pay higher 
than bullion value for old obsolete gold 
jewelry; send your lot; if estimate not 
satisfactory, I will pay return charges. 
A. L. Eckart, 409 Tampa St., Tampa, 
Fla. 


WE WILL BUY: send for our inspec- 
tion your accumulation of all col- 
ored stones, large and small; a cash 
offer will be made or state your own 
figure; immediate reply given. Louis 
H. Freedman, 542 Fifth Ave., New 
York. Reference: Manufacturers 
Trust Co., 513 Fifth Ave., New York. 


FROM OUR EXPERIENCE in the jewel- 
ry business, we know that often it is 
necessary to take silver, both flat and 
hollowware, in exchange; the average 
ieweler has no outlet for this class of 
merchandise except to the refiner at old 
metal prices; we can use this silver 
and will pay much larger prices than 
the old silver value; send to us for 
cash offer; we will pay highest cash 
price for old mine diamonds, antique 
and diamond jewelry. Julius Goodman 
? Son, 43 South Main St., Memphis, 

enn. 














Watch Work, etc., for the 


Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








NATIONAL WATCH Repairing Co. ren- 
dering prompt and efficient service to 
a discriminating clientele all over 
U. S. 727 Sansom St., Philadelphia, Pa. 





SPECIAL NOTICE of importance; are 
you going out of business? We have 
buyers for cash, either part or your 
entire stock; communicate at once; all 
matters confidential. Brooklyn Pur- 
chasing Syndicate, Frank Walker, 
Prop., 610 Broadway, Brooklyn, N. Y. 
Same address 42 years. Bank refer- 
ences. Evergreen 8-1798. 


WE PAY MORE; before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
or send surplus stock and get cash 
by return’ mail; best references. 
Colmes Brothers, Room 527, 18 
Tremont St., Boston, Mass. 


GET THE CASH AND MORE, too, 
from us; we have bought some of 
the largest stocks in the country; 
none too large nor too small for us 
to handle; all correspondence kept 
in strictest confidence; ship your 
dead or surplus stocks to us, express 
collect, receive check by return 
mail; no obligation to accept offer, 
if unsatisfactory, but since others 
have been satisfied, you will too; 
bank and trade references upon re- 
quest; wire today to have our 
representative call if you have a 
complete stock to close out, other- 
wise ship your surplus goods and 
receive cash. Gordon Bros., 18 
Province St., Boston, Mass. 














Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





USED  Deckel pantographic engraving 
machine, either GK2 or GK1 model; 
give serial number and condition of 


machine when replying. Address “Y., 
— care Jewelers’ Circular-Key- 
stone. 


DIE AND HUB cutting; fine work at 


low prices. Daniel Birkner, 260 Fort 
Washington Ave., New York. Phone 
WI. 2-8674. 





TRADE watch repairing, 0 to 18 size; 
with city R.R. inspectors 20 years; 
R.R. work preferred; accuracy; can 
do stickers. S. J. A. Haldeman, Fitz- 
gerald, Ga. 





SPECIALIZE in making any part for 
plain or complicated fine watches; also 
high grade watch repairing; member 
of Horological Institute of America, 
Washington, D. C., and Horological 
Society of New York. M. Aschendorf, 
11 John St., New York City. 


HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 








FINE WATCH repairing at lowest cost; 
excellent references; 22 years’ experi- 
ence; a trial by those interested in 
better workmanship will assure com- 
plete satisfaction; prompt mail ser- 
vice. Schwartz Watch Repair Labora- 
tory, 1243 Boynton Ave., Bronx, N. Y. 





GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. 
Co., 55 East Washington St., Chi- 


cago, Ill. 





GUARANTEED watch repairing for 
the trade; established 1910; highly 
skilled workmanship at positively 
lowest prices; quick mail service; 
trial convinces; send for price list. 
Wolf Co., corner 8th & Sansom Sts., 
Philadelphia, Pa. 








GUARANTEED Watch’ Repairing; 
prompt service, absolutely lowest 
prices; a trial will convince you; 
Western Electric Watch Master ma- 
chine used to regulate watches; 
bank and trade references fur- 
nished. Utica Watch Repair Co., 54 
Franklin Square, Utica, N. Y. 


S. A. Peck &. 





Special Order Work and 


Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jeweiry Co., 505 Arcade Bidg., St. 
Louis, Mo. 

DIAMOND SETTERS, jewelry repair- 
ers, skilled, efficient workmanship 
and prompt service ; reasonable 
prices. D. Geller, 51 Chrystie St., 
New York City. 

PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, “Vaku-um” 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St.. 
Chicago. 

AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker —— 
and the advantages of combining all 
make pens under one mailing; saves 
more than half vour postage cost. Open 
oo Miller’s Pen Service, Atlanta, 

a. 

















Co Let. 


Minimum charge (25 words) $1.50 
Additional words. 5 cents a word 


LARGE airy office beautifully furnished, 
with North light; located on West 48th 
St., New York; immediate occupancy. 
Address “H., 1993,” care Jewelers’ Cir- 
cular-Keystone. 

SPLENDID opportunity for watch re- 
pairing, in front window of barber 
shop, in choice section of Astoria; in- 
vestigate. M. A. Viscardi, 2536 Broad- 
way, Astoria, L. I, N. Y. 

WATCHMAKER desires desk space in 
well located jewelry or gift store; per- 
centage first six months, then rent; 
experienced ; can give bank references; 
write stating full particulars. Address 
“C., 1918,” care Jewelers’ Circular-Key- 
stone. 




















Patents 


Minimum charge (25 words) $1 50 
Additional words, 5 cents a word 


PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. Z. Polachek, 
1234 Broadway, New York. 


Found 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


FOUND, paper of~- colored stones on 
Fifth Ave. at 47th Street, New York, 
November 27, 1939. Address “L., 2060,” 
care Jewelers’ Circular-Keystone. 


Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words. 5 cents a word 


INVENTORS: send for my free 72-page 
book; conscientious, 
service on all patent matters; regis- 
tered patent attorney. L. F. Randolph, 
Dept. 764. Washington, D. C. 


LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. information write 
Standard Watchmakers Institute, 111 
West 111th St.. New York. 


WATCHMAKERS; increase your ability 
through the highly recommended 
books: “Rules and Practice for Ad- 
justing Watches” and “Practical Bal- 
ance and Hairspring Work” by Walter 
= Your jobber or trade jour- 
nal. 
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e Herman Rubin, manufacturers’ repre- 
sentative, spent most of December in 
New York on a pleasure trip, accom- 
panied by Mrs. Rubin. 

e Arthur A. Colvin and Jack Keenan of 
the Hamilton Watch Co.’s sales force, 
left Chicago early in December to spend 
the holidays in their old Massachusetts 
home town. 

@e Lewy & Goodman Company, who 
have represented the A. L. Lindroth 
Company, North Attleboro, from Chi- 
cago and west to Denver, took over the 
territory east to Albany last month. 
Leonard Lewy will cover the eastern 
territory. 

@ Walter H. Forbes, formerly traveling 
salesman for Smith Patterson Co., in the 
wholesale department, handling dia- 
monds, watches and a general line of 
jewelry, has made a connection with 
M. S. Page Co. for whom he will travel 
Massachusetts, Rhode Island and Con- 
necticut. 

e@ Richard W. (Dick) Schulze is now 
representing O. M. Draper Corp., North 
Attleboro, Mass., jewelry chain manu- 
facturers, in addition to the Gemex Co., 
makers of watch attachments, in the 
South and Southwest, calling on the 
wholesale trade. Dick is enthusiastic 
— the strong and complete Draper 
ine. 

@ George A. Fox, genial Coast and 
Southwest representative of the D. F. 
Briggs Co. and Bates & Bacon Co., of 
Attleboro, has made his annual trip to 
the plant, lining up his new samples and 
exchanging ideas with the factory execu- 
tives. He reports good sales of the 
Briggs Carmen expansion bracelets in 
his section and of all items in the exten- 
sive jewelry and chain lines he repre- 
sents, and predicts a prosperous 1940. 

e S. O. Bigney Co., Attleboro jewelry 
manufacturers, announces that Dave 
Abrams of Los Angeles is now repre- 
senting them to the wholesale trade in 
the west of Denver and Coast - terri- 
tories. Current Bigney offerings include 
gold-filled enameled lockets and brace- 
lets, and a new hand decorated onyx set 
line of pendants that reflect the interest 
in big jewelry. 

e@ The Chicago Jewelers Half Century 
Club has another new member. Henry 
Klaas of Henry Klaas Co., 58 E. Wash- 
ington St., started on his 51st year of 
traveling and selling jewelry on the road 
on Oct. 16. For many years Mr. Klaas 
has operated his own wholesale jewelry 
business but has never forsaken the road 
and still makes all his regular trips. 

e Frank R. Budlong, Jr., is now rep- 
resenting W. E. Hayward Co., Attleboro, 
Mass., in the Middle-West, South and 
Pacific Coast, taking the territory for- 
merly covered by Elmer S. Smith, who 
had served this field for 29 consecutive 
years. Mr. Smith has taken an inside 
position with the company. Mr. Bud- 
long has been connected for the past 
three years with the William C. Greene 
Co., Providence, of which company his 
father is president. 

@ Willard Purdy, who represents in 
Texas, Louisiana, Oklahoma and Arizona 
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“The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade 
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the display fixture firm of Wolsheim & 
Sachs, New York, spent two weeks at 
the home office recently, returning to 
his headquarters in Dallas on Dec. 26. 
Mr. Purdy reports substantial activity 
by retail jewelers in the direction of 
modernizing their stores and equipment. 
e Jimmy Eyster, son of Hall Eyster, long 
identified with the wholesale jewelry 
business in Seattle, who has been asso- 
ciated with his father for the past sev- 
eral years, and has frequently called on 
jewelers in Pacific Northwest cities, has 
gone back “on the road” of vaudeville, 
together with Mrs. Jimmy Eyster. Mr. 
Eyster is a magician, while Mrs. Eyster 
is a mentalist. 

@ Max Mandelbaum, who for the past 
18 years represented England, Klein & 
Levy in the West and Southwest, last 
month became associated with Shiman 
Mfg. Co., Newark, N. J., manufacturers 


Max Mandel- 
baum, who now 
wears the silks of 
Shiman Mfg. Co. 
through the West 
and Southwest. 





of gold rings and jewelry, and will work 
in cooperation with Leonard Shiman in 
his usual territory. Max is well and 
favorably known throughout his area. 
Nathan Hayman and Louis Federman 
will continue to call on their respective 
territories. Mr. Mandelbaum and Mr. 
Federman will show Shiman’s spring line 
at the wholesale jewelers’ show in Chi- 
cago this month. 

e Alfred J. Moss of Chicago, represen- 
tative in the Middle-West and Far West 
territories of Ross Jewelry Co. and Sam- 
san Co. of Providence, has completed 
his annual visit to the factories, spend- 
ing two weeks preparing his new lines. 
Mr. Moss is one of the few jewelry trav- 
elers who is always accompanied by his 
wife, who makes every trip with him, 
covering well over 25,000 miles a year. 
Few men are better known to more 
wholesalers than is “Al” Moss. 

@ Walter S. Schaeffer of Klein Bros. 
Co., Cincinnati, becomes a benedict right 
after the first of the year, marrying Miss 
Jeanne Helmers of Cincinnati and 
Miami, Fla. Their honeymoon will be 
passed in Cuba, and as plans go now 
the bride will accompany her husband 
on his first trip through the Southeast. 
boom will establish a home in the Queen 
ity. 

@ Some of the “gang” coming in from 
the last road trip of the year and to be 
in town for the Cincinnati Town Criers’ 
annual meeting in January includes: 
Norb Meehan, William Black, Cherry 
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Fisher, Gus Kuhnhein, Robert Siefert, 
Jimmy Fenstermacher, Walter Schaef- 
fer, Ray Eibel, John A. Gerwe, Charles 
Payne, Eugene Frohmeyer, Charles 
Stern, Bill Garrett, Dick Fenstermacher, 
Reed Botts, Jimmy Dunn, George E. 
Brown, Maury Solomon, Maurie Gerwe 
and others. 


@ Barney J. Berkes, Bulova represen- 
tative for Washington, D. C. and vicin- 
ity, has gone and done it. The most 
important sale he ever made was finally 
clinched when, the week before Christ- 
mas, he middle-aisled it with Miss Rose 
Capland, of Washington. May every 
tick of their Bulovas register another 
moment of happiness. 


e Henry Fried, Bulova salesman for 
Louisiana and Mississippi, is a busy man 
these days. Being obliged, for personal 
reasons, to remain in New York during 
the pre-Christmas season, he has been 
keeping the telephone and _ telegraph 
wires hot to contact and serve his cus- 
tomers. He reports that with their 
understanding cooperation, he has been 
able to take good care of everyone. 


e@ Fred M. Baldwin on Dec. 15 suc- 
ceeded H. B. O’Brien as manager of 
International Silver Co.’s Pacific Coast 
sales division, with headquarters in San 
Francisco. L. D. Lumbard has been ap- 
pointed assistant manager. Mr. O’Brien 
resigned to become vice-president and 
general manager of International’s af- 
filliate, Manning, Bowman & Co. 


e@ The annual winter gathering of Le- 
Stage Mfg. Co. and O. M. Draper Mfg. 
Co. salesmen occurred at the factory in 
No. Attleboro in mid-December. Ross 
Donaldson, New York; E. Stephen 
Heller, Chicago, and Dick Schulze of 
the Southern territory wére at the fac- 
tory. Donald LeStage and son, Junior, 
one of the best “father and son” teams 
in the industry, pepped up the men with 
their own native enthusiasm and the new 
items in the line. 


e@ This is a long story and we hope it'll 
turn out funny! Last August Lew Kane, 
Bulova’s representative in parts of New 
England, notified his office that he was 
going on an extended fishing trip and 
promised everybody—from the watch- 
makers up—some of his fish. Time 
passed .. . Lew returned from his trip 

. . no fish was sent to anybody at the 
office. No amount of questioning, no 
amount of cross-examination could bring 
forth any information or any fish. For 
many months Lew Kane was on the 
“pan.” Everybody asked questions, made 
surmises, ribbed him, but nobody ever 
got any information nor ever found out 
what happened on that “wonderful, ex- 
tended fishing trip.” Until . . . last week 
your correspondent visited Bulova’s Mr. 
Kane at his home and after some 
digging around discovered a tell-tale 
picture. A little gentle hazing and force- 
ful questioning brought forth that elu- 
sive “dope.” Mr. Kane had caught noth- 
ing but seven sharks! They ranged in 
weight from 275 pounds to 325 pounds 
and would have been worth a fortune 
if they were tuna. 
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REMARK that contains a lot of good sound sense 
was made the other day by an official of the Ronson 
Lighter people. 

“Too many retailers,” he said, “take the attitude that 
after Christmas is over, ‘that’s all there is—there isn’t 
any more,’ and complacently sit back and accept lessened 
volume for the rest of the year as inevitable. 

“That’s unprofitable thinking. Christmas is certainly a 
great sales incline, but to the smart business mountaineer, 
that is all it is. The peak he wants—the goal which 
can never be too high for him— is the year’s average. 

“And so, the minute Santa Claus had said ‘Good-by 
until next year,’ this energetic fellow starts climbing. 
Knowing that New Year’s gifts are made, he designs 
effective New Year windows and counters. He takes 
advantage of seasonal opportunities right through the 
year—Valentine’s Day, Easter, Mothers’ Day, Fathers’ 
Day, and so on. 

“Many manufacturers of jewelers’ merchandise make 
year-round dealer helps available to the retailer to help 
him stimulate business in what would otherwise be dull 
months, and the alert merchandiser takes advantage of 
all such aids and opportunities to build into secondary 
peaks, seasons that might otherwise be valleys.” 

Here’s a good thought with which to start 1940. 


RESOLUTION which every jeweler might well put 
at the top of his New Year’s list is this: 

“In 1940 I will pay my share towards making pos- 
sible the work that the Jewelry Industry Publicity Board 
is doing for me.” 

Here is the one and only organization which is work- 
ing to stimulate the public’s interest in and desire for 
jewelers’ merchandise—the one organization upon which 
the jewelry trade depends for increasing the total volume 
of its business in a year—an organization whose work 
benefits everyone in the industry, manufacturer, whole- 
saler or retailer, large or small, cash or credit. Yet in 
spite of the importance of the work and its value to 
everyone in the trade, the number and amount of the con- 
tributions it receives would be laughable if it weren’t 
so tragic. 

With 12,000 or 13,000 real jewelry stores in the coun- 
try (and not counting little watch repair shops and the 
like), exactly 522 retail jewelers—less than four per 
cent of the total—made any contribution whatever in 
1939 toward carrying on the work. Think of it! Nearly 
97 per cent of all the retailers who are benefiting from 
the splendid job that this organization is doing to pro- 
mote and stimulate the sale of jewelers’ merchandise, are 
not putting one single penny into the effort. 

Even among the 500 who have contributed there are 
far too many stores doing businesses of $25,000 or $50.- 
000 a year who subscribed the enormous sum of $5.00 
~_and felt that they had discharged their duty. 


Is it any wonder that we hear complaints about how 
the automobile, the radio and the travel agency are get- 
ting the lion’s share of the money that used to go to the 
jeweler, when 97 per cent of the jewelers themselves 
won’t make even the smallest contribution toward carry- 
ing on the promotional work that is so necessary in these 
days of vigorous competition by various industries for 
the consumer’s dollar? 

What the jewelry trade needs is a little less self-pity 
and whining, a little more acceptance of individual re- 
sponsibility, and a little more determination to roll up 
our sleeves and do the job that lies before us. 

With pitifully inadequate funds, the Jewelry Industry 
Publicity Board has done a marvelous job of keeping 
jewelry before the public eye through editorial publicity 
in hundreds of newspapers and magazines, over the 
radio, in fashion movies and in countless other ways. But 
simply for lack of funds it has not been able to do the 
job that needs to be done. 

Let’s make it possible in 1940. The way to make it 
possible is for you—and you—and you, to realize your in- 
dividual responsibility and send in your subscription for 
a sum that properly represents the value of the work to 
your business. Address it to Jewelry Industry Publicity 
Board, 366 Fifth Ave., New York. 


O one but an inveterate sleep walker who is com- 

pletely oblivious to what is going on around him, 
can doubt that installment selling of goods at retail is 
here to stay—especially in lines where the purchase price 
is fairly substantial. 

Yet, certain phases of this form of selling, as prac- 
tised today, have been severely criticized and justly so— 
not only by merchants who may have suffered from its 
competition, but by economists and students of social 
trends. 

Installment selling, properly done, is a great creator 
of sales and a very real benefit to persons of low income, 
who are thereby enabled to acquire the good things of 
life which they might not otherwise be able to own. Yet, 
much needs to be done in order to clear up the abuses 
which it has developed, and still retain its advantages. 

A searching discussion of these problems with particu- 
lar reference to the buyer rather than the seller is about 
to be made by the Credit Management Division of the 
National Retail Dry Goods Association. These findings 
should contain many pertinent pointers for installment 
sellers and will undoubtedly be awaited with keen inter- 
est by every merchant doing business on that basis. 


Tac VE 
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